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Residence finishings, Garage fixtures and Hardware for ihe Barn 
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The word Outstanding is modern, but —_ Because every Frantz product on the 
its meaning is as old as language itself. _ dealer’s shelf today shows better work- 
Because of its newness, the word has not manship, originality and quality; because 
an adequate definition. Yet when spoken the Frantz trademark and bright red 
it is translated without conscious effort. label have been found only on goods of 
To be judged the Outstanding one in any the best class, the name Frantz is outstand- 
group is a distinction akin to leadership. ing in the Builders’ Hardware industry. 


To assure Frantz dealers that 
the policy of the past shall be 
be had only by one who has adhered to in the future, a 
earned it through years of guarantee is placed in every 
serving. carton. 


It is a characteristic of no 
little significance, for it can 
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Distinguish the HARDWARE by the Label 














FRANTZ MANUFACTURING CO. 
STERLING, ILL. 
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Opportunity Knocks Twice 


A few months ago, we offered to send the PYREX “Expert’s Book on 
Better Cooking” by Alice Bradley, Principal of Fannie Farmer’s 
School of Cookery to a list of names supplied by PYREX dealers. This 
opportunity of free advertising met with such remarkable success that 
we have decided to offer it again. 


This book will be mailed free of charge to the best customers of any 
dealer who will give us their names and addresses. The books will be 
sent with the compliments of the dealer, giving us the names so that he 


will get the full benefit. 


Below is a blank for a list of 10 names and addresses. Fill in 
the names of your PYREX prospects and we will mail the 
book promptly. 


NOTE: Write plainly below, the names of your best PYREX Customers. Be sure and 
take the greatest care in selecting ONLY the names of those persons who would be 
most interested in PYREX. 





NAME ADDRESS 
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Dealer’s Name: 











Address: ae 





PYREX Sales Division 
CORNING GLASS WORKS, Corning, N. Y. 


World’s Largest Makers of Technical Glassware 
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This window and counter 
display stand will work 
for you. Ask us, or any 
Osborn distributor. 


Feature This Stand 
Get More Brush Business 


This Osborn display stand and Osborn Blue Handle Household 
Brushes being featured by dealers everywhere — as part of the nation- 
wide fight against the “glorified peddler.” 


Osborn sales are growing everywhere. Osborn brushes are better 
wearing brushes; they are distinctive in appearance; the line is’ com- 
plete; prices are popular and profits liberal. 


All the essential elements for success are here—waiting for you to 
cash in on your share of the business. Write today for full details 
‘ to nearest distributor or to us. 























The Osborn Manufacturing Company, Cleveland, Ohio 





La 
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Osborn Blue Handle House- 
hold and Personal Use 
4] Brushes are never sold by 
canvassers or solicitors. 














Osborn Blue Handle House- 
hold and Personal Use 
Brushes are sold only 
through selected retail 
stores. 
































These well-known houses are 
authorized distributors for Osborn 
Blue Handle Household and Per- 
sonal Use Brushes. Ask them. 


The W. Bingham Co., Cleveland; The 
Bostwick-Braun Co., Toledo; The Bron- 
son & Townsend Co., New Haven; Buhl 
Sons Company, Detroit; Burhans & 
Black, Inc., Syracuse; W. W. Conde 
Hdwe. Co., Watertown, N. Y.; Decatur 
& Hopkins Co., Boston; Eastern Drug 
Co., Boston; Evansville Supply Co., 
Evansville; Faxon & Gallagher Drug 
Co., Kansas City; Geller, Ward & Hasner 
Hdwe. Co., St. Louis; C. H. & E.S.Gold- 
berg, New York City; L. Gould & Co., 
Chicago; Charles Hubbard Son & Co., 
Syracuse; Janney, Semple, Hill & Co., 
Minneapolis; Kelley -How- Thomson 
Co., Duluth; Kinney & Levan Co., 
Cleveland; Lee-Kountze Hdwe. Co., 
Omaha; Logan-Gregg Hdwe. Co., Pitts- 
burg; Masback Hdwe. Co., New York 
City; E.C. McKallor Drug Co., Bingham- 
ton; C. H. Miller Hdwe. Co., Hunting- 
don; Minneapolis Drug Co., Minneapolis; 
Morley Bros., Saginaw; Northern Drug 
Co., Duluth; The Philadelphia Whole- 
sale Drug Co., Philadelphia; Plimpton- 
Cowan Co., Inc., Buffalo; John Pritzlaff 
Hdwe. Co., Milwaukee; Richardson 
Drug Co., Omaha; The Salt Lake Hdwe. 
Co.,Salt Lake City; Schwabacher Hdwe. 
Co., Seattle; Supplee-Biddle Hdwe. Co., 
Philadelphia; H. D. Taylor Co., Buffalo; 
Townley Metal & Hdwe. Co., Kansas 
City: Towns & James, Brooklyn; Van 
Camp Hdwe. & Iron Co., Indianapolis; 
John B. Varick Co., Manchester; The 
Walding, Kinnan & Marvin Co., Toledo; 
Wayne Hdwe. Co., Fort Wayne: The 
Geo. Worthington Co.,Cleveland: Wyeth 
Hdwe. & Mfg. Co., St. Joseph. 


MAKERS OF QUALITY BRUSHES SINCE 1892 
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ATKINS 3 


SILVER 
STEEL 


Che Four Hundred Saw 


If you are a hardware merchant and want 
the best saw for particular mechanics, 
you can sell the Four Hundred and 
guarantee it as 


THE FINEST ON EARTH 


Here is a saw that is made of 
the finest steel the great 
Atkins laboratories can 
prescribe — genuine 
‘Silver Steel,’ At- 
kins exclusive 
formula. 



















UNEXCELLED 
QUALITY AND WORKMANSHIP 


This saw is two-way taper ground by Atkins pat- 
ented process to make it cut easier and faster than 
any other saw. It is given a mirror polish. Equipped 
with Solid Rosewood Handle, piano finish, Improved Per- 
fection pattern—prevents wrist strain; attached to blade with 
nickel screws and a medallion, supplied in regular width, skew 
or straight back, also in Narrow Ship Point. If you want the finest 
saw that money and skill can produce, for high class mechanics, who 
pride themselves on using the very best, make your next order read Atkins 


Four Hundred Saws. 














Special Counter Display 


We will be glad to send you special counter display featuring other Atkins Saws 
with the Improved Perfection Handle. Address Department D. 


E.C. ATKINS & COMPANY 


ESTABLISHED 1857 The Silver Steel Saw People 
Machine Knife Factory: Home Office and Factory: Canadian Factory: 
Lancaster, N. Y. Indianapolis, Ind. Hamilton, Ont. 

Atlanta Minneapolis Portland 
Chicago New Orleans San Francisco 
Memphis New York Seattle 

Paris, France Vancouver, B. C. 
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The New Millers Falls 
Hand Drill — No. 


ERE is a leader for you. The new num- 

ber extends the Millers Falls line of 
hand drills into a new price region. A great 
many people will buy it. Just put it where 
your casual customers can see it—and let 
them know the low price. 




















You can stand back of it—No. 77 is a true 
Millers Falls tool. The specifications show 
the main points. You'll find it interesting 
to examine the tool itself. 


Makes a complete line stronger 


No. 77 is a good leader. There is a com- 
plete line of Millers Falls Hand Drills, 


you know—one to suit any demand. a 


Specifications 


« 





Chuck—3 jaw— improved 
protected ‘springs. 

Capacity—0 to 4%” round 
shank drills. 

Cut gears; steel pinion. 

) | Malleable iron frame, 

& | | enameled black. 

Large gear, enameled red. 

Solid end handle and side 
handle of stained hard- 
wood. 

Chuck—nickeled. 

Length — 12%”. Weight, 
each—1 lb. 6 oz. 


MILLERS FALLS COMPANY 
MILLERS FALLS, MASS. 


28 Warren Street 9 So. Clinton Street 
New York Chicago 


a’. 


MILLERS FALLS 
TOOLS 


SINCE 


1868 
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This cross sec- “1 :, 
tion shows how GOODELL-PRATT 
the sectional 
Levels are built 
up around a 
solid mahogany 
core and the 
brass binding 
dovetailed into 
the wood. 





a 





Rosewood and Mahogany Levels with full brass binding and sensitive 
internally ground vials. Beautiful lacquer finish. Made with both double 
and single plumbs and all desired lengths. 
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Narrow Rosewood and Mahogany Levels with full brass binding. Testea 
vials drawn to a true curve. Moisture proof lacquer finish. Made with 
both double and single plumb and in all desired lergths. 








A very oe line of inexpensive Levels made from selected hard- 
weod with a fine lacquered mahogany finish. Channel and plain brass end 
plates. Single or double plumbs and all the wanted sizes and lengths. 


Right straight through the line pune Sectional Rosewood, Full Brass Bound Levels down 
to the inexpensive grades, quality and accuracy govern the production of Goodell-Pratt Levels 
just as in the old days when the Stratton Brothers made them. 


Selected woods seasoned with the greatest care and finished with a moisture proof lac- 
quer provide a solid body for the tested vials used for both level and plumbs. Vial breakage 
is minimized by setting solid in the stock and adjusting by means of the Stratton Adjustment, 
which is simple and has never been improved upon. 


A careful comparison of materials, workmanship and sensitiveness will convince any 
artisan a Goodell-Pratt Level is his best buy, and any merchant that here is another of those 
dependable products that it pays to be identified with. 


GOODELL-PRATT COMPANY 


GREENFIELD Lodo MASS., U. S. A. 


RE AN aD en ean alae se esaease uetentet ot aacened waureaenameedente ie eet a last ie ores. 


a ee 





ee rr me ee ee 


GOODELL- PRATT 


1500 GOOD TOOLS a 
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SPEED! 


The accommodation train and the Flyer 
will both get you there. The ordinary file 
and the Vixen File both produce results, 
but if you want speed, ease, comfort, the 


saving of time and 
whenever possible. 


Special alloy steel gives the Vixen a lasting 
keen cutting edge with the proper rake and 
clearance angles that actually shears the metal 
instead of just pushing it off—and it clears it- 
self of filings automatically. Each tooth is in- 
dividually milled. 


Specify your kinds of filing and test Vixens 
will be placed in your hands free of charge to 
prove their dependable speed and economy. 





CURVED 


money, use Vixens 
|See diagram | 


A vy 


Time is money and Vixens save time. The 
various Vixen cuts can be used for hard and 
soft metals — fibre — marble — stone — slate — 
wood—rubber. 


Your dealer will be glad to tell you more, or 
if you wish, write directly to us. 


HELLER BROTHERS COMPANY 
Newark, New Jersey, U.S. A. 
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VIXEN 





TOOTH 


FILES 
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COLUMBIAN 
Your Vise Line 








All the 
Features 
That 
Make 
Vises 
Sell 











Simplify 














Standardize On 


le Columbian Garage and 
Household Vises you 
have a line that embodies 
all the best selling features 
ever devised for a vise of 
this type. The swivel base 
with its positive clamping 
devise, removable forged 
steel pipe jaws, renewable 


Columbian 


steel jaw faces, attractive 
finish, and individual carton, 
are all Columbian feat- 
ures — features that make 
Columbian Vises the choice 
of dealers who get easy sales 
with quick turnover and cus- 
tomers who want the best 
vise their money can buy. 


Ask your Jobber’s Salesman for the best-selling vises on the market. 


THE COLUMBIAN HARDWARE CO. « 














CLEVELAND, OHIO, U. S. A. 


COIUMBIAN 


GARAGE and HOUSEHOLD VISES 


q 
| 
| 
| 
| 
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Do you believe in easy-working windows? 


ERTAINLY, your customers do. 

Windows that rise as if by magic 
—that quickly respond to the tug of a 
child or the touch of a woman—that 
never make irritable complaint about 
their daily ups and downs. 
They want windows that ride lightly 
upon considerate pulleys—Good Hard- 
ware—Corbin. 


They want window lifts that believe 


P. @ F. CORBIN “ts 


in being useful besides beautiful — 
Good Hardware—Corbin. 


They want sturdy sash fasteners to 
securely bar outsiders—Good Hard- 
ware—Corbin. 


When they start building, planning to, 
or thinking about it, they will be intensely 
interested in how to have easy-working win- 
dows. Could there be a better time to suggest 
Good Hardware —- Corbin—throughout their 
house? You know it will be a joy to live with. 


NEW BRITAIN 
CONNECTICUT 


SINCE 


The American Hardware Corporation, Successor 


NEW YORK 


CHICAGO 


PHILADELPHIA 


a 
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The Cream of the Separator Business 
Goes to De Laval and De Laval Agents 


Y VIRTUE of the foundation laid by De Laval in the past and the 
remarkable achievements of the present, De Laval leadership in the 
separator and milker industry is unquestioned. 





De Laval invented the continuous discharge, centrifugal 
cream separator. Every important improvement has been 
developed by De Laval. 47 years of service; more than 4 
Past million sales. As many machines in use as all other makes. 
More than (1100) prizes and awards. The world’s largest 
and finest cream separator factories—the most skilled 
organization. The greatest factor in the development of 
the largest and most profitable branch of agriculture. 


The best separator ever made by De Laval or anyone else. 

Has the wonderful ‘‘Fioating Bowl’’—the greatest separator 

improvement in 25 years. Skims cleaner (competitive 

Present tests welcomed), lasts longer, handles easier and runs 

lighter than any other. Backed by splendid business _poli- 

cies, the most advertising and finest merchandising features 

in the industry. De Laval Milker meeting with remark- 
able success. 





Two million cream separators must be replaced during 
the next five years; more than half will be De Lavals. Un- 


FE uture limited sales of De Laval Milkers. Splendid opportunities 
for local agencies willing to go after the business aggres- 
sively, with the world’s best machine and sales helps. 


Will you be the one to reap this business, or will you pass up the harvest 
now that it is ripe? There is no reason why you should if you can convince 
us of your willingness to cooperate and put forth sufficient effort to get the 
business. We know what your territory should produce, and if you can get 
it the De Laval Business is yours. Agency applications are being consid- 
ered now. Send yours in, no matter whether you are handling separators 
or not, or regardless of the line of business you are in. 


| 
/ 
: 
. 
j 
: 
1 
/ 
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De Laval Leadership is 
based on: 


1. Invention of the original separator. 
. Every important improvement originated by De 
Laval. 
3. 47 years of service—4 million sales. 
4. Approximately as many machines in use as all 
° Zz 
other makes combined. é 
5. More than 1100 prizes and awards. CES aS Ns ras 
- ‘ . | ’ Me - Ati ty 5 mass ‘we ‘ y ae 
6. The world’s largest and best equipped factories. is Ri 
%, 
oe u* 
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7. Most skilled organization and best centrifugal WITH VOUT 


The De Laval Separator Co. 
165 Broadway 600 Jackson Blvd. 
New York Chicago 






to 


Gentlemen: I am interested in securing 
the agency for the sale of (check which) 







[] De Laval Cream Separator 
_| De Laval Milker 
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The only line on the market with 
patented spring suspension. Improved, com- 
fort providing, riding action. A big selling 
feature | 


Steelcraft is up to date—snappy—and un- 
usual. 36 handsome models to choose from. 





July 9, 1925 
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Scientific spring suspension on all models. 
Innumerable novelties. Advertised in the 
Saturday Evening Post. Great sellers. All 


money makers. 


See this line before you buy. 
liberal discounts. Do it now. 


Write for 








Branch Office and Warehouse: 
320 Market St., San Francisco, Cal. 








THE MURRAY PRODUCTS CO., Cleveland, Ohio 





STEELCRAFT 


ON ee 
HIER 
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Did You Write for Your Opportunity Leiter 
in Answer to This Advertisement in the June llth Issue of Hardware Age? 


If Not, Do So Now—Here’s the First Great 
Advance in Heating Stoves in Years! 


Y4 EALERS _ everywhere are 
writing for details of this 
profitable new stove proposi- 
tion. An oil-burning heating 
stove. Now, at last, people 
who use heating stoves instead of fur- 
naces can have and enjoy all the advan- 
tages of wonderful Oil Heat! If you 
did not write for your Opportunity 
Letter in answer to this advertisement 
in the June 11th issue of Hardware Age 
be sure to do so now. 


The remarkable “OLCO”  Oil-Gas 
Heater is a new and modern Oil-Burn- 
ing heating unit; an Oil Burner of na- 
tional reputation, and a heating stove, 
built as one complete unit. 





In appearance it is a finely-built, coal- 
burning heater—but in 

reality it is a compact, 

practical, 


hating inte" An Oil Burner and Heating 
Stove--in One Complete Unit 


Oil, as a fuel, has 
come to stay and re- 
place coal and wood 
for heating stoves, just 
as it is replacing coal 
and coke as aé fuel for furnaces. 


The “OLCO” is a great achievement. 
It is the first real advance in heating 
stoves in years. The final achievement 
of 14 years of scientific development. 
Here at last is the ideal heating stove! 


Built right into it is an Oil-Gas Burner 
of national reputation—the famous 
Oliver No. 20. It is built in, solidly— 
not just set in. Hermetically sealed in! 


Something 
New! 


The “OLCO” is made in three sizes— 
13, 15 and 17-inch firepots—with full 
nickel trim. Nickeled ornamental dome, 
upper ring, foot rails, base, and legs. 
Main body of best grade, rust-proof, 
satin-blue finish sheet steel. Also the 
“OLCO” No. 22, a unit with larger 
heating capacity, for commercial installa- 
tions, shops, garages, stores, lodge halls, 
schools and picture shows. 


To light the stove all you do is turn a 
valve and strike a match—and what a 
glowing flood of heat it does give. In- 
tense heat—or any degree desired—in- 
stantly. It operates on as little as one 
pint of oil per hour, depending upon 
the amount of heat desired and the size 
of the stove. 


Everything about the burner is com- 
pactly contained right in the stove, out 
of sight. There are no parts extending 
out to spoil the heater’s attractiveness. 
What’s more, the famous Oliver No. 20 
burner has no noisy motor, no moving 
parts to get out of order, no spark plug 
or electrical connections. 


No oil heater could be more simple, 
more practical or more efficient. Em- 





“QOLCO” Heater 





No. 219 





bodied in the wonderful “OLCO” are 
all the sound, basic principles of oil 
burning for domestic heating. Gravity- 
type oil feed is used. That means that 
the oil doesn’t have to be forced in. 
And it uses the simple, practical prin- 
ciple of natural draft. 


The exact proportioneof air required is 
automatically and properly mixed with 
the oil vapor. Proper size combustion 
chambers in the various sizes of “OLCO” 
Heaters have been accurately deter- 
mined to produce perfect combustion. 
It is impossible to burn more oil than 
can be properly turned into heat. There 
is no waste. Any excess of oil through 
the burner is directed into a_ safety 
automatic shut-off valve. 


Your request for de- 
tails and discounts will 
bring one of the most 
interesting letters 
you've ever read— 
your Opportunity Let- 
ter—dealing with the 
real market which ex- 
ists in your locality for the sale of 
“OLCO” Heaters, the profit per unit, 
and the wonderful way the “OLCO” 
proposition fits in as a money-making 
addition to your present stove line. 


Oliver Oil Burner Corporation 
763 Oliver Bldg., St. Louis, Mo. 


Oldest and Largest Manufacturers of Oil-Cas 
Burners in the World 


This Coupon 


for Your Convenience 


Mail It Today! 


7 

OLIVER OIL BURNER t 
CORPORATION, nN 
763 Oliver Bldg., 5 
St. Louis Mo, ‘ 

ite tala ho ir Bk ae it ee aie 1925. 

. a 
Gentlemen: 5 
Send me the OPPORTUNITY LETTER mentioned 8 
in your important announcement of July 9th. No § 
obligations, of course. The complete unit “‘OLCO” § 
Oil Heater looks like the best stove proposition I’ve g 
come across in years. 5 
7 
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MR. TACKLE DEALER— 


“Simple as A. B. C. is this logic. When a person is sure of a thing he stops experimenting. Self preservation is the 
law that guides one to sure things in preference to gambles.” 





That is why we are standing pat on our present models of Al. Foss Pork Rind Minnows. 


We not only know from our own experience that they are right but from thousands of letters from anglers and 
tackle dealers in all parts of the country. 


We will never insult your intelligence, or the intelligence of your customers, by offering them something that we do 
not know ourselves is what they ought to have and something that you ought to sell them 


It is an easy matter to sell a man ONE lure of doubtful value, but this will get you nothing but the loss of his 
good-will, and send him off to some other tackle store for his future purchases, and leave him with a feeling that 
you are either dishonest or do not know a good lure when you see it. 


It is obviqisly your duty not only to your customers but yourself to sell goods that you know are good and that 
will be the means of repeat sales. 


In other words sell him— 
AL. FOSS PORK RIND MINNOWS 












JAZZ 
WIGGLER, 
% or % oz...50c 


SHIMMY 
_ WIGGLER, 
14 or % 0z..$1.00 





“Never a back-lash—every cast perfect— 
simply uncanny!”’ 


45c—Bass, Musky 
and Fly Spinner 
sizes 


So says an angler who used one of these reels on a two- 
weeks’ fishing trip. 


This snarl-proof casting reel is to all appearances, and in actual fact, 
equal in design, materials and workmanship to any other high-grade 
reel made. The only difference is a simple centrifugal device revolving 
within the reel arbor—a little policeman who raises his hand at the 
proper moment and stops a snarl from stepping in. 





Make this test at your dealer’s :—-Have him rig up this reel with line 


and if there is not room for you to actually cast, just hold the reel in 
one hand with thumb off of line, and with the other give the end of line 
a hard jerk. You will see that while the line will unwind and apparently 
snarl, it can be readily stripped off, rewound and ready for another dem- 
onstration. Then try this with any other reel and see what happens. 
Like all other reels, the Al. Foss Easy Control Bait-Casting Reel will “back-lash” 


under careless handling. But the line will not become snarled, it will readily strip 
from the spool for rewinding and continued casting. 


Specifications:—The No. 3-25 is nickel silver, satin finish, with jeweled end 
thrust bearings. Capacity 50 yds.—14 Ib. test line, Double balanced handle: 
pyralin grips. Quadruple multiplier with click. Screw off oil caps. Spiral gears. 


Pivot bearings of high grade non-wearing bronze. All steel parts of best tool 
steel drill rod, Spool shaft of hardened tool steel. Has metal arbor 7%” diameter, 
making it unnecessary to build up the spool with a lot of dead line. End plate 


diameter 2’’. Length of spool 1%”. Weight 8 oz. Leather case. 


AL. FOSS 


Columbus Road Cleveland, Ohio 









ORIENTAL 
WIGGLER, 
% or % oz. .$1.00 
All Red, 
All White, 
or Red and White 


LITTLE EGYPT 
WIGGLER, 
Weight, % 0z.75c 
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KIDDIE-KOASTER 


HERE have been too many cheap coaster wagons in the befogged and 
bewildered coaster wagon market. Too much of anything brings the 
inevitable reaction. 

The trade realizes the importance of thoroughly stabilizing merchandise, 
prices, demand and profits. Why not try KIDDIE-KOASTER - the outstanding 
wagon - in a new and greatly improved design and at a substantially re- 
duced price? ‘he resale price is fixed for the year. 


Its Individuality Sets It Apart From All Others 
KIDDIE-KOASTER is not only distinctively different but also manifestly 
superior in construction and design. 
It will make sure profits, satisfied customers and a steadily increasing 
volume of business for you. 
One sample will be sent prepaid to any responsible dealer. 


H. C. White Company, North Bennington, Vermont 
“KIDDIE KAR” and “KIDDIE” Vehicles 

Trade Mark Trade Mark 
New York Sales Office—Fifth Avenue Building 
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Ae ‘Til say thats the VA Both of these balls are 
: Right lron/ / construction that positively es 





BLUE 
——e 











sures a true line of flight and 
deadly accuracy on the greens. 
The meridian marked Master 
was one of the two original 
balanced balis. Either of these 
balls will stand plenty of 
pounding—and you can sell 
them to your customers with 


assurance that they will de- MACGREGOR ~ 
liver wonderful distance. MASTER 


A COMBINATION 


that creates sales ——~ 
MASTER IRONSandMASTER BALLS 











OLFERS today are buying their three Wood Clubs all at one time, 
matched in complete sets. This is a good thing—but there is fully as 
much reason for it in Irons. 


MASTER IRONS were developed to offer the opportunity of a complete 
set of Irons, matched one with the other through each detail of construction 
—a club, that individually fits, for any type of shot any golfer ever has to 
play. 


In a fitted set of these MASTER IRONS there is a harmony between 
one club and another that has a reaction in more consistent golf. If one 














ye ee ies club fits—they all do. And there is a loft for every requirement or distance. 

h MODEL O CLEEK “See chart to the left. 

EE a > 

( eek a MASTER IRONS are equipped with either our own selected Hickory, 
7. ee ——- . - e ° ° ° ° 

, errr" MODEL 2 MID IRON or the Bristol Steel shaft; and in either case, these irons will have that per- 
} . ’* ° . . 

Dike a fect harmony of balance and “feel” which is the secret of making successful 
: “wODEL 4 shots in succession. 

’ — 

( _-" Somes In short, if you sell MASTER IRONS and MASTER BALLS you will 
: "nen @ have a winning sales combination—a combination, also, that will win games 
} MASHIE NIBLICK ‘ ; 

‘ for vour customers and thus create customer good will for your store. 

j HTCHER ; 

. » 

| oy THE CRAWFORD, McGREGOR & CANBY COMPANY 

<4 . 
: : ~ Established 1829 Dayton, Ohio 
<4 

C AnCGREGOSS 
MAKE RECORDS WITH (* @ *) MACGREGORS 

c— Lav Ton. > 
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THE IDEAL CAMP STOVE 


Kampkook is supreme among portable gasoline 
Camp stoves even in the matter of smallest detail. 























The legs, for instance, are permanently attached 
and hinged. They snap open and lock securely in 
; place. They have ample strength to solidly 

support Kampkook with no danger of a sudden 

collapse, that would spell catastrophe to hungry 
folk. 
American Click—-they snap shut and lock inside the case, 
Ready-Lite Lantern out of the way for traveling. 

~~ ae ee Desirable features similar to this make Kampkook 

or in fact for any purpose re- ' 

quiring a good light out of the most popular camp stove in America. And 

doors. Burns motor gasoline, every auto owner isa prospect. 

lights with common matches, 

300 candle power, wind and Write for literature on the complete line consist- 

storm proof, can’t explode and . . 

out as-auk wie: 0 aed Ing of four styles of Kampkooks, Kampovens, 

vue. Sin ew wel See Kitchenettes, folding fry pans, auto siphons, and 

straight, long-life Ready-Lite name of nearest jobber. 

generator. No dealer who 

sells sporting goods can afford 

not to stock the Ready-Lite . F 

lantern. Prices on request. American Gas Machine Company, Inc. 
Albert Lea, Minn. New York, N. Y. 
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The Burke Gol frite—retails at 
$15. Burke’s best bet in 
both oe ice and distance- 


Those extra twenty yards! 


HEREVER golfers meet, they agree 

that the long driver has the edge. And 
these Burke drivers—the Golfrite, the 
Autograph and the Grand Prize—are the 
finest aids for the heavy hitter. 










fhe Burke Autograph — a 
sturdy driver of finest ma- 
terials. A de luxe number, 
retailing at $9. 





good profit in each number. 
Write for prices and other details 
THE BURKE GOLF COMPANY, NEWARK, OHIO 


Ww 


eran Nee PRIZE 


The Burke Grand Prize— 
familiar to thousands of 
golfers. Unusu ally reliable. 
Retails at $5.25. 





Have you heard of the 
astonishing success of 
the new Burke Golfrite 
Ball? 














Ride 


the Blue Streak Line 
to Better Profits! 


School days are over, out-of-doors days are here! 
on the kids demand for something to do. Dress up your 
windows with Blue Streak Vehicles and watch them roll 
out of the store and the dollars roll in! Make summer 


pay you more profits and do it with— 


The Toledo 
1 Line 


Every member a leader—none are followers. 
Fourteen different vehicles in a variety of 






Cash in 








models. 

Juvenile Autos Toy Wagons 

Wood Coaster Tot Bikes 
Wagons ee 

" oy Barrows 

Velocipedes Cycle Velocipedes 

Express Wagons Knee Scooters 

All-Steel Coaster Doll Cabs« 

_ Wagons Indestructible Toy 

Scooters Auto Trucks 


Ask Your Jobber 


or our salesman to show you the 
complete Blue Streak Line. Better 
still, send for our new 1925 catalog 
in colors. 


The Toledo Metal Wheel Co 
4 


Makers of Dependable Wheel Goods Since 1887 
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Whittling with the Grain 
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ERE’S a nice, clean item in 
fp dealers’ stocks that 
responds to attention like 
a neglected wife. 


Colt Revolvers and Auto- 
matic Pistols require little 








petting to smile dollars into the pocket 
of any ambitious salesman. If that’s 
your ‘“‘finger-print’”’ these few remarks 
will be easy reading for you. 


Selling Colts is a mighty interesting 
and profitable indoor sport for the fel- 
low who studies the rules of the game. 
It’s especially attractive to the sales- 
man who thinks in dollars instead of 
pennies, and is fed up on whittling 
against the grain. 


Every red-blooded He American has a 
‘“‘yen”’ to own a good shootin’ iron. 
Let the average man catch sight of 
a Colt Revolver or Automatic Pistol 
and he’ll itch to have it nestle in his 
hand. 


To be sure, you must know your Colts 
and be able to talk and demonstrate 
them smoothly. But that’s easy if you'll 
write us for Colt selling points. Dex- 
terity in handling Colts may be ac- 
quired with little , 
practice. 


Say the word and 
we'll make a fire 
arm sales expert [( 
of you. Address 











COLT’S PATENT FIRE ARMS MFG. CO. 
HARTFORD, CONN. 


or 
Phil. B. Bekeart Co. 
Pacific Coast Representative 


717 Market St., San Francisco, Cal. 








OLTS 








THE ARM OF LAW AND ORDER 
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A real “big brother” 
playtoy 
FOR LITTLE BROTHER 


and LITTLE SISTER | 





ET the new GO-BOY Speed Cab for those 
tiny tots of 3 to 7 years who never 
before could get a regular playtoy “in their 
own size.” Mothers and Dads are reading 
about these wonderful new GO-BOY health 
and fun playtoys in two prominent national 
magazines that reach right to the heart of your 
GO-BOY market—and stir sales. 


The new Speed Cab has three-wheel safety ; 
steers easily; and goes fast as a rabbit, and 
quiet as a mouse. Same fine construction and 
workmanship that have made a hit with all 
GO-BOY dealers—in other words, no returns. 
































THE GO-BOY BIKE 














THE GO-BOY SPRINC 
SCOOTER 
There’s a reason why GO-BOY sales keep climbing— 
and live dealers will see it QUICK. If you are not 
already handling this nationally-advertised fast-selling 
line——wire or write ae — or us for full 
details, prices, etc. 


The Go-Boy Corporation 


602 J-l Caxton Bldg., Cleveland 


NEW YORK: Kaufman- Sienien ‘4 Co, 7 East 17th st. : 
Wholesale & Distributing Co., Iinc., 423 K St., N. W.; COLUMBUS: H. H. Ashmead, 
421 Clinton Bidg.; KANSAS CITY. MO. : Reese é Penny, Orear Leslie Bldg. ; 
DENVER: G. E. Dalton Co., 173 Arapahoe St.; SAN FRANCISCO: G. BE. Dalton 
Co., 180 New Montgomery St; LOS ANGELES: G E. Daiton Co., 747 a St. ; 

SEATTLE: T. D. McLean, L. C.Smith Bldg.; SAN ANTONIO: c.. F. Millard, 
239 W. Huisache Ave.; NEW ORLEANS: A. 1. Schnaider, 209 'N. Rochblave Bt. 


WASHINGTON: Globe 














Famous for Accuracy 


and Hard Hitting 


Model 93CS Carbine Sporter, the happy me- . . . 
dium dig-game rifle. Light weight; shoots Quick service—all leading Jobbers. Permanent 
5 heavy-hitting, high-speed shots. ° “ 

profits. Write today for Catalog and Prices. 


Most Com- 
plete Line 
in America 


Automobiles 
Velocipedes 
Coaster Wagons 
Express Wagons 
Scooters 

Pedal Bikes 
Hand Cars 
Tricycles 

Doli Cabs 

Ete. 


ee mmRMERICAN BED FLYES _ 


THE MARLIN FIREARMS COMPANY 145 Willow Street, New Haven, Conn. 
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Your big-game hunters want this Marlin. Shoots the 
newest high-speed loads. Calibers .30-30 and .32 Special 
—the popular favorites for 25 years. 

Stock the full Marlin line now—super-accurate, hard- 
hitting Rifles and Shotguns that sell! 

















erica 
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THE LINE BEAUTIFUL 








“Known Around the World”’ 


N29 


The American * 
Edeoenendedal Vacations for Men 


in sales and excel- Summer Holidays for Boys 


lence. You know they mean day-after-day use of .22 rifles—no 
end of shooting. Much punishment of old tin cans! Fun 
and valuable training for your customers. Business and 
Write for 1925 Catal on 
: po Vey Sell Hoppe’s Nitro Powder Solvent No. 9 to every man 
and boy. Keep them supplied with it. 
Necessary for proper, quick and easy 
cleaning of all firearms. Standard, reliable, 
recommended by Uncle Sam. 

For the working parts, always sell them 
Hoppe’s Lubricating Oil. It is pure— 
there’s no acid, thinner or other “rough 
stuff” in it. Light, penetrating, does not 
gum. Good for their fishing reels and 
bikes, too. 

Your jobber should supply you promptly 
always—let us hear from you if not. Do 
you want some Cleaning Guides? They’re 


free. 
Frank A. Hoppe, Inc. 


For more than 20 years the Authority on 
Gun Cleaning. 


2314-H N. 8th Street, Philadelphia, Pa. 


Ask your Jobber or 
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Remember last year’s demand 
for 


“9 NORTHLAND 


HARDWARE, SADDLERY 
and TOY TRADE SKIS 


Your early order and delivery 








instructions will guard you 
Also for the manufacturers of nr Ce ion Vee ene 
Electrical Bells, Telephones, Have a complete supply of the 
; fastest selling skis on the mar- 
Clocks, Recorders, Registers, at anf te prepared for this 
. ; growing popular sport. ookK- 
Typewriters, etc., etc. Special ES Gal alte tak am oomeiet. . 
sizes made to order. S== 
— 
The N. N. HILL BRASS CO. NORTHLAND SKI MFG. CO. 
East Hampton, Conn. World’s Largest Ski Manufacturers . 
22 Merriam Park St. Paul, Minn. 

















——_— ee 


ee ee . 
Pipe aba RA acters Dame 


tae 


+ Oe Sk gee SOME Cor. en a ae . 2 
Ras ae SaR ee es RS: 


July 9, 1925 








HARDWARE AGE 





A Fi 


Pe ar o> i 





prsatel, 


oO 
54789.63 
235.79 - | 


54553.84 HK 






Marvel Model No. 20 
$225 to $275 
otor extra 








Not Sometime’ but NOW 





Think of an automobile of 1901 vintage and what we are going to say 
will have the proper background 


The day of the high or low cost 
straight adding machine has gone. 


The day of the direct subtractor - 


has come. 

Approximately one year ago you 
had to pay from $600 to $1,000 to 
buy a 100% printed proof, one 
operation direct substraction fea- 
tured adding and listing machine. 

Then Sundstrand produced di- 
rect subtractor models with adding, 
listing and automatic-shift multipli- 
cation features at a price range 
from $150 to $300! 

And now, that adding machine 
users have learned the tremendous 
advantages of direct subtraction, 





Automatic Cross- 
Tabulator, car- 
riage position 
contro l, $385, 
motor extra. 





it is becoming more and more dif- 
ficult to sell a machine without this 
feature at any price. 

All understand why a Igo! auto- 
mobile is obsolete. 

For the same reasons, the ordi- 
nary straight adding machine be- 
came obsolete when the direct sub- 


tractor Sundstrand Marvel Model 
was announced at a price range 
which made it available to every 
type of business, large or small. 


The other famous Sundstrand 
standard features are included in 
all models—automatic-shift miulti- 
plication, one-hand control, 100% 
printed proof, forced printing of 
totals, simplicity and speed of Io- 
key keyboard, convenient desk size. 





Let us demonstrate. You won't be obligated. 
Write to Department K-5 for latest literature. 


Sundstrand Adding Machine Co. 
Rockford, Ill., U. S. A. 


Sales and Service Stations everywhere in the 
Inited States and foreign countries 


Sundstrand 


ADDING AND CALCULATING MACHINES 


Aldding (+) 


Subtrading (-) Multiplying 


Dividing +) 
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Ohe New 


HORTON 


No. 34 Electric 


C4 Worthy Companion 
to the Other Dependable 
HORTON Cihppliances 





WO MONTHS AGO, in announcing the new 

Horton No. 34 Electric, we stated that it 
would surpass in importance any other develop- 
ment of the washing machine industry in 1925. 
Today this is a proven fact — attested to by the 
enthusiasm of Horton jobbers and dealers the 
country over, whose foresight prompted imme- 
diate buying. 
This new No. 34 compels a complete change in all] 
former ideas of washing action, operation and eftic- 
iency, as applied to machines of the agitator type. 
It is designed and built on principles which 
have sustained Horton’s reputation for more 
than a half century. 
Yet these same principles in this latest Horton 
achievement have produced results never before 
known—a washer which we believe to be with- 
out equal in its type and at its price. 


Only a demonstration can fully convey its remarkable washing 
action—quick, vibrationless, noiseless; only an examination can 
reveal its superior and exceptional mechanical perfection. 


At its intermediate price it offers a real sales possi- 
bility to an eager, waiting market. Truly it is a 
worthy companion to the No. 40 three-cup suc- 
tion, the sturdy No. 33 and other Horton successes. 


Dealers; There isa Horton jobber near you who 
can supply your needs on the No. 34 as well as 
other Horton products shown here. All Horton 
jobbers render a service that is unusual. If you 
do not know of the jobber near you, write us. 


HORTON MANUFACTURING CO. 
1338 Fry Street Ft. Wayne, Ind. 
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The three wing cast alumi- 
num agitator of the new No, 
34 Electric is here shown. 
It is responsible for the 
quick, vibrationless, posi- 
tive washing action of this 
new model. 





Horton Home Ironer. 30 
inch roll. Has complete 
open end. Irons every- 
thing—100% of the iron- 
ing. Retail price $140 gas 
heated; $175 electrically 
heated. 








FOR EVERY PURSE AND PURPOSE THERE IS A HORTON WASHER AND IRONER 
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Horton No.40—the original 3- Horton No. 33—the acme off Horton “' Peerless'’ Washer Horton Miracle Washer No. Horton Washer No. 35—sin- 
cupelectric suction washer,re- perfection in dollytypeelectric No. 30—water power. Retail 22 —hand operated washer. gle cup vacuum type, hand 
Retail price $18.00. power. Retail price $20. 


tai] price $160 with coppertub. washer. Retail price $85.00. price $22.50. 
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Delighted! of course she is— 
it’s a pleasure to SERVE 
food cooked ona 


HARVARD 
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oi Oil Stove” equipped with 





% é 


Hise OS SEs “regular” Kerogas Burn- 
eee hg By MPSS ¢%. ers also has one of the 
Sen ee a new Patented Gian 
ot 8" Kerogas Burners. The 
2B “Giant” is for use when 
you want an intense 
flame quickly. Jt can be 
turned down for ordi- 
nary use, but is capable 
of producing the most 

mtense heat. 


An Oil Stove That Cooks Like a Gas Range 


Produces from common kerosene a perfect gas flame; clean, soot- 
less, odorless, economical; a powerful, double “flame within a 
flame’’—hotter than the flame of a gas range. And you can regu- 
late it perfectly. The mere turn of a small control wheel gives you 
instantly the exact degree of heat you want—an intense heat, a 
moderate heat, or a low, “simmering” heat. And it looks the part, 
too. No more attractive oil stove has ever been produced any- 
where, and the finish will look as good years hence as when new. 


Comes in all sizes from two to five burners—-and you should also 
see the New HARVARD OIL RANGE. 


It’s a winner and is very popular in price. Write us for the details. 


THE GEO, WORTHINGTON CO., CLEVELAND, O. 


HARDWARE 
Established 1829 
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It’s Pump Repair Time 


Guests may arrive on a hot, dusty, oppressive July day. How 
deliciously satisfying would a long, cool drink of clear, pure, 
well water taste to them. Simply beyond comparison. It 
would to you. 

That’s why more and more people every year are fixing up 
their hand pumps. Of course it’s easier to get it from the 
faucet, but it’s not as good, it cannot be compared. There’s 
a growing tendency toward fixing up the “Old Oaken 
Bucket.” 

CLEVELAND PUMP CHAIN is the best line of pump 
chain to handle. It is hot galvanized, extra strong and will 
not slip on the sprocket wheel. Your customers know and 
want it. 

Order Cleveland and Standard Expansion rubber pump 
buckets from your jobber also. 


Sell More Chain—It’s Profitable 


‘MS CHAN PQRVVVETS SY 


Established 1886 Cleveland, Ohio 





6,0 
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\ A HODELL CHAIN 
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TIE OUT CHAINS 


Made in 20, 30 and 40 feet 
lengths, swivels every 10 
eet. 


Li 
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DOG CHAINS AND 
LEADS 


Nos. 10, 11 and 12 assort- 
ments with 12 chains on 
lithographed display card. 


a 
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HALTER CHAINS 


Hodell, Bulldog, and Sam- 
son patterns in 444 and 6 
ft. lengths. 


<— 


VY. 








FS 








V7, 


SASH CHAIN 


Proper sizes in correct 
finishes for all weights of 
ouble hung sash. 


_, 
= 


—— 
4, 


LS 
—— 


at 





Standard sizes, sold in 
cartons on reels and in 


\ COIL CHAIN 


“Stop Waste Kegs.” 








CLEVELAND PUMP CHAIN 
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American Screvw Co. 
PROVIDENCE , RI, 


WESTERN DEPOT 
225 WEST RANDOLPH ST. CHICAGO, ILL. 
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Cloth 


IMCORPOS@ ATED 1852 


When un- 
This is a 
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ial to the finished 


product is done under our own supervision. 
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No. 33 gauge each way 
No. 34 gauge warp 


The reason for the success of 
18 Mesh, No. 34 gauge each way 


Gray-Wick Screen Wire Cloth is found in the 


, 
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it sees: 


lives. 


12 Mesh, No. 33 gauge each way 


14 Mesh 
16 Mesh, No. 33 gauge filler 


Wickwire Premier 
Wickwire Bronze 
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White Metal Finish 
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“Life Insurance” is built right into it. 


Cortland Black Enameled 


Your jobber will supply you. 
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service i 
Gray-Wick carries an extra heavy electro 


Gray-Wick is produced from rust-resisting 
Open Hearth Steel made in our own furnaces. 
zinc coating enameled with transparent var- 


The wire is drawn in our own mills. 


99 
operation from the raw mater 
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Every WICKWIRE BROTHERS Product is backed 
Our Other Brands of Screen Cloth 


Gray-Wick has a pleasing Gray color. 
by fifty years of experience 


rolled it lies smooth and flat and not wavy. 
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great advantage to customers in applying it to screen 


frames. 
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Vheeling 


STOVE PIPE 
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WHEELING, W. Va. 


4. NOTHER Wheeling product fully worthy W) 
of its name. Raia a 
Wheeling Stove Pipe continues to grow in Wheelin g 
popular demand because it measures not only CORRUGATING company ‘© 
to our own standards of manufacture but also 
to the expectations of every dealer who sells 
it and every eventual user. 
When it comes touniformity of color, efficient 
and uniform locks, or any other factor in stove 
pipe quality, Wheeling specialized manufac- OTHER WHEELING 
turing methods account for unstinting value. PRODUCTS 
There are five popular locks, each style packed we tae ga 
in sheet steel casks with wood heads. The Coal Hods 
package insures delivery of the same quality a 
that the factory produces. Fire Shovels 
rying Pans 

Coal Hods and Fire Shovels a 
The Wheeling line of high grade sheet metal Nails 
household necessities includes a popular assort- a 
ment of Japanned and Galvanized Coal Hods, Roofings 
and Fire Shovels. Check over your stock and —— 

| put your needs up to Wheeling. There is a ware- Terne Plate _ 

Tubs and Pails 

fi house not far awayready to serve you promptly. 

: WHEELING CORRUGATING COMPANY 
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The live hardware 
dealer says: 


BOSTON 
WOVEN HOSE & 
RUBBER CO. 


Cambridge, Mass. 


Makers of these famous 
brands of Garden Hose 
BULL DOG, 
GOOD LUCK 
and MILO 

Also 


Good Luck Jar Rings 
Good Luck Hose Washers 
Bull Dog Friction Tape 
Boston Spray Nozzles 
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I Ordered 50-50 


‘On the advice of the bright young 


man from the wholesale house 
which sells me my GOOD LUCK 
Rubbers, I ordered half and half 
GOOD LUCK Regular and 
GOOD LUCK Double-lip. I usu- 
ally find this young man is a good 
prophet. 


‘“Lots of women have been in asking 


for the Double-lip shape but they 
want the GOOD LUCK depend- 
ability. 


‘‘Same quality, same price, same 


fine profit, same splendid reputa- 
tion behind both shapes —why 
shouldn’t I give home canners 
whichever they prefer ?”’ 
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TRADE MARK REG 


Outwears 
Best 
Leather 
2 to 1 











TRADE MARK REG 


Comes in 
black or tan 
for men, women 
and children 








TRADE MARK REG. 


Advertising is being read by millions in more 
than 800 leading newspapers. 


EVERYBODY WHO READS 


about its extraordinary 
Comfort 
Healthfulness 
Durability 
is bound, sooner or later to come to your store for 
this famous shoe repair equipment. 
You Would Feel Foolish 


Not to Have Panco 
Half Soles, Heels and Strips 


to hand over the counter at a moment's notice— 
honest now, wouldn't you? 

Particularly, when you check up at the end of the 
year and see how much Panco has added to your re- 
ceipts and profits! 








Order from your jobber—now is the time to do it. 


PANCO CO. Chelsea, Mass. 
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NONE BETTER. 
@So cRet Wrench Sets 








No. 200 Set 
Display 
Carton 


44 A Real Display 
a _of a Ready Seller ! 


The attrac- 
tively label- 
ed display 
carton in 
blue and 
black, will 
attract the 
attention of 
buyers; their examination of the 
No. 200 Set is bound to result in 
sales. There are eight accurately 
machined sockets, a screw driver 
and valve grinding socket, and an 
L type, % inch, hexagon steel 
handle, all contained in a handy 
hinged holder of unique design. 
Every socket is in sight, and the 
set occupies a minimum of space. 
Ideal for tucking away in the 
pocket of the car. A complete set 
with a right size socket for every 
nut on the average car. 


[his is but one of a number of sets in the NONE 
BETTER Line; send for the complete catalog. 


Sold through Jobbers only. 


The New Britain Machine Co. 
19 198 Chestnut Street 


New Britain Connecticut 
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MANUFACTURING CO. 


Branch Offices: 
45 WARREN ST. N.Y. 74 W. LAKE ST. CHICAGO 


28 BINFORD ST. BOSTON 
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our Jrade 
Knows Gyelone 


: Cyclone is the fence buyers know and 
G) want. For years the Cyclone Fence 
Company has been building a name 
and reputation that mean profits to 
dealers who sell Cyclone products. 
Month after month powerful National 
Advertising in the leading publications 
is increasing demand for this superior 
fencing—making it the unparalleled 
leader for dealers. 

If you are not getting your share of the 
big profits on Cyclone “Red Tag” 
Fence, Gates and Products, start now. 


Write for latest catalog, No. 14. | 
CYCLONE FENCE COMPANY | 


Factories and Offices: 
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Novel flashlight rack 


made sales sump 


Down in Baton Rouge, La., the Stroube Drug 
Company has a rack originally built to display 
magazines. Mr. Stroube hit upon a novel idea 








Waukegan, Il. 
Newark, N. J. 


Pacific Coast Distributors: 
Standard Fence Co., Oakland, Calif. 
Northwest Fence & Wire Works, Portland, Ore. 


Cleveland, O. 
Fort Worth, Tex. 


and stocked the rack with Eveready Flashlights, 
Batteries and Lamps. Arranged a nice display 
and featured Eveready Flashlights in the store’s 
advertising. 

His confidence in Eveready as a_ business- 








builder was repaid with immediate and astonish- 
ingly profitable results flashlight sales 
increased 500 per cent! 

Shows what a little ingenuity will do for the 
| profitable Eveready line. Makes it pay even 
more handsome profits. And the newly designed 
and improved line of Eveready Flashlights is the 
most attractive, fastest-selling line of flashlights 
on the market. Ask your jobber about Eveready 
and write us for free Eveready display material 
and selling helps. 
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| Manufactured and guaranteed by 

| NATIONAL CARBON COMPANY, Iwne. 
New York San Francisco 
| Atlanta Chicago Dallas Kansas City 
| 
| 





The 
**Red-Tag.’’ 
The Mark 


of Quality 
Canadian National Carbon Co., Limited, Toronto, Ontario 





EVEREADY HOUR EVERY TUESDAY AT 8 P.M. 
(Eastern Standard Time) 
For real radio enjoyment, tell your customers to tune in the 
**Eveready Group.’”’ sSroadcast through 
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Style ‘sp? "f, 
Fabric for y| 
erection on i i] 
wood posts. | | 
Furnished Ty 
in 10 and 20 
rod rolls 


PRYUPERTY PROTECTION PAYS 
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BABCOCK MEANS . 

_LITSAFETYI ITT ' 
} 
Lo 
Write for latest We pay Ht 
Booklet and the Freight 
Frice List 

W.W BABCOCK8CO. BATH,N.Y. 
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The Customer Who Leaves It 
To Your Judgment 


UHH tunis 







When it is left for you to decide—you become not 
the “Judge’—but the Defendant! It is your trial, 
so to speak, and “Perfect” is a Character Witness. 








You will not only make a sale. Your decision will 
bear weight. When a customer says, “I’ll leave it to 
you to send the best,” he is going to tell his neigh- 
bors all about the merits of his selection. Even if 
you did send “Perfect”? Screen Cloth, he will claim 
the credit for his good judgment. Make the sale 
and let the credit go! 











Your Jobber Carries “Perfect.” 










MLL. NULL LILLIE 


LUDLOW-SAYLOR WIRE CO. 


St. Louis, Mo. 
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10-inch Northwind 


Adjustable oscillator. 3-speed 
switch in base. Base and body 
dull black, blades, dull brass. 
Cord and plug. Can be used 
as a wall fan. 


List Price, 
$15.00 


BIG STOCK of 








8-inch and 
10-inch 


~ FANS 


**Universal’’—for 110 volts A. C. or D. C. Take it Home Today 
Are Carried by 


100 DISTRIBUTORS. (tt seere, 


brass, 2-speed switch in 
base. Cord and plug. Can 
be used as a wall fan. 





Easy to get. Easy to profits on fans. 
sell. Carrya moderate One of the 100 Dis- [jst Price, 
stock. Turn it fast.  tributors is near you. 

That’s the way tomake Write us for his name. $7.00 


The Emerson Electric Mfg. Co. 
2018 Washington Ave., 


50 Church Street - 
New York City St. Louis, Mo. 
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There are exclusive features—many of them patented—for every phase of sliding 
door service on barns, garages and other buildings. Machine turned, tandem steel rollers, 
steel roller bearings, oscillating trucks, vertical and lateral adjustments, storm, dirt and 
bird proof features, these and other improvements in design and construction spell the 
difference between the Myers New-Way Giant Door Hanger and Track and many of the 
other so-called modern hangers and 
tracks, 

Your customers will appreciate the 
value of Myers New-Way Hangers and 
Track from a service standpoint. You 
will be more than pleased with their 
business producing qualities. Everything 
considered, few if any hangers and track 
are superior to the Myers New-Way 
Giant and to the other styles of Stayon 
and Tubular Hangers and Track com- 
posing the Myers line of door hangers. 

Your inquiry—your order will be 
given prompt attention. Write. 











MYERS NEW-WAY GIANT (> 
__TUBULAR GIRDER TRACK [ff 


mPE.MYERS & BRO. 
ASHLAND, OHIO. 


Manufacturers for over Fif RAIN UNLOADING TOOLS ee 4 arene TORY enJ 
* 1 ud ; 
WATER SYST ARAGE DOOR HANGERS: STORE LADDERS, Etc. 
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—your asset 
—our responsibility 
—your customers’ protection 


Disston No. 5% Try Square 
Blade of toughened Disston Steel has 
spring and life; does not buckle; 
always lies flat on the work. Iron 
stock is nickel-plated. An accurate, 
reliable tool that will give long ser- 
vice, 


Disston No. 3 Bevel 
This bevel sets easily, and it 
stays set. A quarter turn of 
the thumb-screw locks it No 
slipping of the blade. Nickel- 
plated iron stock, toughened 
Disston-made Steel blade. 





Disston No. 11 Mitre Square 
Two tools in one. An accurate try 
square, and an efficient mitre square for 
marking 45° angles. 

Toughened blade of D'sston-made Steel. 
Nickel-plated iron stock, assembled with 
heavy steel rivets. 


That is what the Disston name on a saw or 
tool amounts to. 


It is your asset because tool users ask for, or 


accept without hesitation, tools that bear the 
Disston name. And because the performance of 
Disston tools wins you firm friends and repeat 
customers. 


The Disston name is our responsibility be- 
cause the Disston reputation rests squarely upon 
the quality of every saw or tool which bears 


that name. 


There can be no let-down. Standards must 
not only be maintained, but must be brought to 
higher levels. 


The Disston name is your customers’ protec- 
tion. To them “Disston” is something they 
know; something tested by the years. They are 
assured of future quality by past performance. 
In a word—confidence. 


There’s an advantage to all of us—customer, 
dealer and manufacturer, when you stock and 
sell Disston Saws and Tools. 


Henry Disston & Sons, Inc. 
Makers of “The Saw Most Carpenters Use”’ 


Philadelphia, U. S. A. 


DISSTON 


SAWS TOOLS FILES KNIVES STEEL 
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HEN your customer selects 
his locks remind him that in 
his home there will be three hinges 
to every lock—dquantity alone 
should impress him with the im- 
portance of his hinge selection. 


McKINNEY MANUFACTURING COMPANY 
PITTSBURGH PENNSYLVANIA 
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Do 


You 


Buy What You Sell 
Or Sell What You Buy ¢ 


smh IS is not a mere riddle in rhetoric, but is really 
Sa beey a thoughtful, business-like question for every 
ewes hardware merchant to ask himself. Readily we 
can realize logical arguments for either answer. We have 
observed students of merchandising, who have followed 
either or both methods—and possibly they have done so 
without realizing the fact. 






Consider that line of paint which you have handled 
for 10 years. Certain sizes and colors have been your 
most active sellers. Those sizes and colors you will buy in 
larger quantities and more often. This would seem an 
example of buying that which you are selling. 


But when you accept a display easel or sales’ carton 
of some hitherto unknown specialty, at the urging of a 
good salesman, you are likely to place this new line prom- 
inently on your counter. You will display it in your win-’ 
dow, perhaps it will be well advertised and you will push 
it intensively. Behold, you are really selling that which 
you have bought. 

The thought occurs that the real merchant may find 


it very desirable to follow both plans with discretion. 
Neither plan in itself would seem all-sufficient. 


Let us change from a question to a suggestion, to wit: 
Be sure you SELL that which you buy and be sure you 
BUY that which you sell! 
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Make Your Store 
Headquarters for the 
Little Folks and 
Turn Dull Days into 
Profits. 








of my hobbies,”’ one of my good hardware 
I had just 
asked him, “What do you do to stimulate sales 
early in July?” 

“ “Boys will be boys,’”’ he continued, “and as 
long as they’re boys they’ll want playthings, 


*( | tavae to the rising generation is one 


friends recently remarked. 


games, sports equipment. But not always will 
boys be boys. In a few years they will be men 
and then their needs and wants will be greater. 
Their requirements will cover everything I carry 
in stock. I believe that if I make friends of them 
now they will be among my most valuable cus- 
tomers later on. 

“Boys are loyal. They’re loyal to each other. 
They stick together. In everything they do they 
play ‘follow-the-leader.’ What’s more, they are 
loyal to the merchant who proves himself their 
friend by serving them satisfactorily. Earn their 











To The 
KIDDIES 


By Charles P. Catlin 





good will—and they will stick to your store. 
Gain the confidence of their leaders—and the 
whole gang will buy from you. Baseball teams, 
scout troops, entire groups will come to you for 
their outfits. At least, that’s been my expe- 
rience. 

“Boys are observant. They are always on the 
lookout for what’s new—and they are quick to 
catch on. So I always put in at this time an at- 
tractive window display of things that will ap- 
peal to them— items that will help them have fun 
out-o’-doors. J3elieve me, such play displays pay!” 

“What about the girls?” I asked. 

“Things are different now from what they once 
were,” he answered. “There are mighty few 
things boys do nowadays that girls don’t do, too. 
In fact, the boys are having their hands full in 
many games to hold their own against the girls. 
So the same timely, unified window display that 
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will interest ‘Freckles,’ ‘Stubby’ and the other 
boys will interest ‘Sis’ just as much. I always 
display some things for the smaller kiddies, too. 
What’s more, the kiddies will tell their fathers 
and mothers about the display. This means I suc- 
ceed in getting the attention and interest of the 
grownups through the boys and girls. This has 
always resulted in increased sales for me.” 

“What do you display in your window?” 

“Well, let’s see! I'll jot down some of the 
things!” He took a fountain pen out of his pocket 
and wrote down a list. Here it is: 








Roller Skates Official Scout Axes 


Scooters a aie a mac 
Kiddie C anteens for Scouts 
Boys’ Wagons Flashlights for Scouts 
Bicycles Grills, for Corn Roasts 
Bicycle Accessories — Knives, Forks, 
W histles — 


Camp Stoves 
Small size Frying Pans 
Baseball Bats 


Children’s Automobiles 
Aluminum Camp Cook 


Kits Baseball Gloves 
Vacuum Bottles Tennis Goods 
Lunch Kits Croquet Sets 
Pack Sacks Hammocks 
Air Rifles Toy Garden Sets 


Things for the Children’s 
Sandbox 

Garden Trowels 

Children’s Tin Pails 

Lemon Squeezers 


Air Rifle Shot 
Boys’ Watches 
Boys’ Tool Chests 
Rubber Balls 
Baseballs 








Why not follow the example of this successful 
hardware merchant? You, too, can get pay out 
of play. 

_School’s out! It’s vacation time. Vacation 
time is play time. Play time is picnic time. It 
is also time for you to display and sell articles 
needed for children’s outdoor play and for pic- 
nics, etc. Some of these items are listed above. 
Your location may be such that you have numer- 
ous other items in stock that make a timely ap- 
peal to girls and boys. This is open season on 
games. 

Make a unified window display now of play 
equipment. And you will bag a great many sales. 

Make your store become known as Joyland— 
and it will soon become Boyland. The children’s 
world is a new world—a new world that soon 
will take the place of the old world. Be a Chris- 
topher Columbus. Discover this new world—ex- 
plore its sales possibilities—and you will get a 
world of profit out of it. The new generation is 
forever knocking on the doors of the old. Cater 
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to it—and it will enter your door and bring good 
money with it. 

Your store is full of pleasure—treasures for 
the kiddies. But don’t let them be buried treas- 
ure. Let the kiddies know that your store is 
worth exploring—full of new things for the new 
generation—and they will come treasure-hunt- 
ing, money in hand. 

“As the twig is bent so is the tree inclined.” 
Get the children of your locality into the habit 
of bending their steps toward your store—and 
they will keep the habit to your profit when they 
grow up. This is the sure way to lay a sound 
foundation for the future of your business. It is 
impossible to overestimate its value to you. Tie- 
up your store to the kiddies’ interests—and your 
business will rise with the rising generation. 

Don’t kid the kiddies! Build their good will— 
and you will have no need to worry about the 
rest of the family. Get the children of. your 
neighborhood to talking about your store to each 
other and to their parents. You can accomplish 
this by making such a timely, unified window dis- 
play as I have suggested and by placing in your 
window a sign (placard) with a message similar 
to this: 





PLAY OUTDOORS 


With Our Health-Building, Muscle-Making, 
Fun-Giving Play-Day Equipment! 











“The Fountain of Youth” was sought once upon 
a time by many great explorers. Ponce de Leon 
sought this fabled fountain—and discovered 
Florida. Explorers sought it all over the world 
—but never found it. You can find it. You can 
find it right in your own home town. You can 
find it in serving the youth of your community. 

You can grow young in spirit by sharing the 
youngsters’ interests. You’ll get a real, joyous 
kick out of seeing enthusiastic, light-hearted 
children leaving your store with their fun-mak- 
ing, health-building playthings. Moreover, 
Johnny and his sister are usually Johnny-on-the- 
spot with spot cash. Sales to youngsters are 
generally cash sales. Serving kiddies keeps your 
business young, strong and growing. 

Let the Fountain of Youth fill your cash regis- 
ter to overflowing with shining drops of silver 
and gold. Cash in on children’s play-days and 
you will turn dull days into profits. 








Next Week 


R. CATLIN will tell you how a hardware store may reach its fullest possible 
M growth and secure the lion’s share of the business in its locality through at- 
tracting the housewife by means of direct-by-mail advertising, circular letters 

and window displays of timely, unified lines featuring labor-saving household needs. 
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It will be noted that the 
various toys are so ar- 
ranged that they are 
easily accessible to han- 
dling by the little folks 
and their parents—an im- 
portant point in making 
sales. 





Here are two views in the 
splendid toy department 
of Wolff, Kubly & Hirsig, 
of Madison, Wis. 
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Conventions and Birthdays Help 


Hirsig Sell $35,000 Yearly in Toys 


an uncommon item in hardware stores, 

but they are too often considered highly 
seasonable merchandise, selling only during the 
holiday season and, as a matter of fact, a good 
many dealers carry them in stock only at that 
time. 

However, Louis Hirsig of Wolff, Kubly & 
Hirsig, Madison, Wis., has succeeded in mak- 
ing toys as staple as kitchenwares in his store, 
and while the peak of his toy sales is reached 
at Christmas time, over 60 per cent of his busi- 
ness in that line is divided about evenly among 
the eleven months outside of December. In ex- 


je and especially wheel goods, are not 


plaining how this is possible, Mr. Hirsig says, 
“Not all children are born on the same day and 
these birthdays spread out through the year 
mean just as much to the individual child and 
are celebrated just as hard as Christmas. There 


is no reason why we shouldn’t sell at least as 
many toys for birthdays as we do for Christ- 
mas.”’ 

The toy department occupies practically the 
entire second floor of the store and no time, 
not even during the holidays, is there any dis- 
play of them on the first floor. However, at- 
tractive window displays are made at very fre- 
quent intervals and no one is given an oppor- 
tunity to forget that a complete assortment of 
playthings is carried. Madison is a very popu- 
lar convention city and particularly during the 
summer are State and national gatherings 
rather numerous. During each convention 
Mr. Hirsig maintains a window full of toys. It 
is his contention that practically every dele- 
gate has children of his own or knows chil- 
dren to whom he wants to carry home some 
kind of a present and even should he forget 
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it, the toy window serves as a reminder. At 
any rate, it is remarkable how many toys are 
sold to convention visitors. 

In speaking of window displays, Mr. Hirsig 
tells of a window he had last summer in which 
he placed a toy automobile filled with nails, the 
auto to be given to the child who estimated 
closest to the correct number of nails that it 
contained. So great was the interest of the 
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sig has found that a good many parents make 
their Christmas selections and a surprisingly 
large amount of toys is purchased in October 
to be delivered just before Christmas. The 
store has never had to carry over much of a toy 
stock after the holidays—last year inventory 
time found them with less than $650 worth on 
hand. 

Some idea as to the magnitude to which the 
toy business in a hardware store may be 
brought can be gained from the fact that toy 
sales of Wolff, Kubly & Huirsig last year 
amounted to over $35,000 or approximately 20 
per cent of their entire business. 


Remember—the little folks of today are your grown- 
up customers of tomorrow. For this reason it pays 
to cultivate the kiddies through pushing toys the 
whole year around. Toys are not only very profit- 
able in themselves—but lead to sales in other de- 
| partments, for where the little folks go their parents 
go too. 

















children in the display that it was necessary to 
wash the window twice each day to remove the 
marks where their little faces had pressed 
against the glass. 

About the first of October of each year the 
toy line is augmented by the purchases for the 
holidays, which last year ran the stock up to 
approximately $15,000. The goods are imme- 
diately put on display in the second floor sales 
room and from then on until Christmas extra 
clerks are added as they are needed, until by 
Dec. 1 there are usually seven or eight people 
devoting their entire time to the sale of toys. 
According to Mr. Hirsig married women make 
the best extra help in this department, for they 
are more reliable and have greater patience 
with the children. 

As soon as the holiday stock arrives Mr. Hir- 
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Turns Stock of Golf Goods 


Four limes a Year 


HEN you consider the number of golf 

courses scattered around the country, both 

in the large cities and small towns, and the 
number of people who are golf enthusiasts, it is 
surprising that more hardware stores are not 
cashing in on this popular form of recreation. In 
medium sized towns especially the hardware 
man will sometimes tell you that he does not 
carry golf supplies because people prefer to buy 
from the professional at the local club, or per- 


ery. 
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haps he will confess that some other store has 
beaten him to this line of merchandise. 

Sioux Falls, S. D., however, is an example of 
a city where the golfers buy their supplies at the 
hardware store. The town has two golf courses 
—a private club with a membership of approxi- 
mately 300 and a public course that is used by 
several times that number. 

“Cliff” Whitfield of the E. M. Whitfield Hard- 
ware Co., is a golfer and one of the charter mem- 
bers of the private club. When the club was first 
being organized, he put in a complete stock of 
golf supplies and by the time that the course was 
which carries sweaters, shoes and socks as well as 
the regulation clubs, bags and balls, occupies a 
space of only 10 feet square along the wall at the 
back of the store. A ten-foot section of wall 
case, with the doors removed, accommodates the 
clubs, while the other items of the line are stored 





opened and the professional hired, he had already 
established himself as a purveyor of golf goods. 
Later, when the public course was opened, it only 
served to enlarge the number of his prospective 
customers and increase his volume. 

Last year Whitfield’s sold in the neighborhood 
of $5,000 worth of golf merchandise, turning 
their stock, roughly, four times, and of this 
amount about one-half was represented by the 
sale of clubs. The entire “golf department,” 
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on top of the case and on the shelves in the lower 
part. The only other “fixture” in the department 
is a rubber mat, 8 feet long and 3 feet wide. 

According to Cliff Whitfield the only sales argu- 
ment necessary to sell a golf club is to place it in 
the hands of the prospect and let him knock a 
bali up and down the rubber mat for a few min- 
utes. It is a fact that club sales greatly increased 
after the glass doors on the wall case had been 
removed, allowing the customers to handle the 
clubs and try out any that strike their fancy. 

Mr. Whitfield also states that there is a con- 
tinual crop of new golfers springing up and he 
is getting his full share of their business by offer- 
ing and pushing complete medium priced outfits. 
This year he has made up ten different sets, rang- 
ing in price from $6.70 to $14.80 and consisting 
of a bag, three to five clubs, and, in the case of 
the higher priced outfits, three balls. 
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Profit in Selling the Uses of An Article 


can be put will always bring better returns than 
merely a display of a stock of that particular mer- 


from time to time, that one of the primary 
motives that causes any man to purchase 
a certain item is “pride of possession.” Then 
again they tell us to “sell the use and not the 
article.”” Reduced to every day common hardware 
language, the idea is that when you sell a man a 
lawn mower, for example, he is not buying it 
simply for the pleasure of owning such a ma- 
chine, but he wants it in order that he may have 
a nice looking lawn. The “pride of possession” 
lies in the lawn and not in the lawn-mower and 
it is immaterial what kind of a mower it is as long 
as the purchaser is convinced that it will give him 
the kind of a lawn he wants. 
Perhaps that is the reason that a window dis- 
play which suggests the use to which an article 


TOF trom time to time experts have told us, 


chandise. Recently O. G. Hanson & Son of 
Rochester, Minn., had a window display of lawn 
tools which was a good example-of emphasizing 
the use of the articles shown. 

The bottom of the window was covered with 
sod and upon it was placed a carefully careless 
array of tools, the whole thing giving the im- 
pression of a corner of somebody’s well tended 
lawn. Each item bore a large price tag. 

According to Mr. Hanson, the results from the 
window were two-fold; it not only sold individual 
items, but also created a receptive mood for the 
suggestion of companion purchases—a turf edger 
or grass shears to go with the lawn mower. 








Next Week 


Mr. Charles P. Catlin will tell you in his article, ‘‘Washday Blue and Washing Equip- 
ment Gold,” how to secure the “lion’s share” of labor-saving household equipment busi- 


ness in your community—watch for it! 











HARDWARE AGE 


ite ii Hi 43 


Seer Nae BS bs) 
Lilisto 2 
cih stl i ie 


. 4 Ro a8 Rs 
[C—O i a i oe a ne ae 


July 9, 1925 


x 
are 


» oy 
Aye 


‘ve . en z* ee it lie, ee ee | 


$36,000 Yearly in Radio Sales With 
a $4,500 Stock 


a hardware store in sufficient volume to be 

profitable, he had better not air his opinion 
before T. G. Lamm of Watertown, S. D. The 
peculiar part of it is that Mr. Lamm has not sold 
any radio but he certainly knows that it can be 
done. 

Nearly two years ago, Lamm considered put- 
ting a radio department in his store, but after 
weighing the matter carefully, decided against it. 
About the same time, M. T. Gilruth, a young man 
with some electrical knowledge, desired to go into 
the radio business but could not find a suitable 
location. Mr. Lamm and Mr. Gilruth got together 
with the result that the latter rented a space 
about thirty-five feet long and eight feet wide 
down one of the center aisles of the Lamm store. 
Included in the deal was the turning over to Gil- 
ruth of a small display window for his exclusive 
use and the rental charged was $50 per month. 

Mr. Lamm was well satisfied with the deal for 
he was making $600 a year clear profit with 


T anyone believes that radio cannot be sold in 


absolutely no additional investment and he also 
stood a chance of making sales to the people who 
might come into the store for radio items. 

At the same time, Mr. Gilruth had every rea- 
son to also be satisfied, for last year, with a stock 
that averaged around $4,500, he sold over $36,000 
worth of radio. Of course, he gave it all of his 
attention and time, but the results justified it. 

The radio stock consists largely of manufac- 
tured sets, ranging all the way from small one- 
tube outfits up to large, expensive consoles; ac- 
cessories, including loud speakers and battery 
chargers, and a small but complete line of parts. 
According to Mr. Gilruth, the big thing in putting 
sales over, is his personal guarantee as well as 
the manufacturer’s on the sets sold. He also 
offers to give free service to his customers, but 
has found that by giving very careful instruc- 
tions on the operation and care of the outfits when 
they are installed, the calls for service are not 


heavy. 
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How Mahowald Sells $25,000 Yearly 
in Harness — 


ARDWARE stocks are constantly chang- 
ing. Articles that were a few years ago 
in big demand are no longer salable and 

new ideas and methods have served to create an 
endless stream of merchandise that our fathers 
never dreamed of. Hardware merchants, as a 
whole, have been criticized for their slowness in 
grasping the opportunities offered by the popular 
demand for these newer items and when one con- 
siders how such lines as sporting goods and elec- 
trical appliances have frequently found a place in 
non-hardware stores, the criticism is apparently 
justified. 

However a problem of equal intensity to that of 
knowing when to take hold of a new line is in 
knowing when to let go of an old one. Most re- 
tailers continue to stock merchandise long after 
the demand has ceased and jobbers are invariably 
the first to discard a decadent line when you 
would naturally suppose that a falling off in sala- 
bility should be felt by the retailer first. On the 


other hand, sometimes dealers are prone to ease 
up on their activities to push a line when the 
general conditions may indicate that the market 
is dwindling when as a matter of fact a sizable 
market is still left and be reached through a 
redoubled effort. 

The attitude of a good many dealers on harness 
is an example of this latter fact—automobiles 
have become common and the use of power equip- 
ment on the farms is growing, but the use of 
work horses has not decreased in the agricultural 
districts. 

Proof that a good market for work harness still 
exists for the hardware man who will look for it 
can be found in the store of J. M. Mahowald of 
Watertown, S. D. Last year out of a total volume 
of sales of $90,000, $25,000 came from the harness 
department and during the first five months of 
this year, 92 sets of harness and 30 dozen horse 
collars were sold. 
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N considering competition of any kind there are two 
| primary points that have to be taken into account— 

the advantages which one’s competitors has by reason 
of his location, his method of doing business and various 
systems which he employs, and the advantages which are 
to be found on the other side of the fence, the weapons 
which one’s competitor cannot use. 

In short, the entire situation resolves itself into an 
analysis of the methods that are being employed in the 
competitive fight and the turning of as many of these as 
possible against the other man. 

One of the big battles which is being staged at the 
present time in the retail field is that of the Independent 
Store against the Chain, a conflict which is being rendered 
more and more serious because of the growing financial 
power of the chains and the fact that new stores of this 
kind are being opened every day. There is not a single 
line of retail endeavor—from the news stand to the giant 
department stores—which has not been “chained” and the 
latest list of organizations of this kind shows an expansion 
of this movement during the past year which is little short 
of amazing. 

Bearing this in mind and remembering, at the same 
time, the financial backing which is behind the majority 
of chain-store organizations, the question naturally arises 
as to whether the future of retail business will find the 
independent store entirely eliminated or whether, by rea- 
son of certain very definite advantages which it possesses, 
it will be able to meet and check the advance made by its 
powerful competitors. 

The experiences of the past decade have shown very 
clearly that the individual store, no matter in what line, 
has little to fear from the chain—provided it makes the 
proper use of the weapons which it possesses, weapons 
cannot possibly be used by the chains, and also provided 
that it learns the lessons from the chain-store methods 
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*An address delivered at the National Retail Hardware Asso- 
Cilation Convention, in Philadelphia, June 25, 1925. 





W hat Can the Independent 
Store Learn from the Chain? 


By William Nelson Taft 


of management, organization, care in buying and rigid 
economy in operating expense that are obvious from an 
analysis of the success of the chain idea. 

Before considering these, it might be well to emphasize 
the point that the chain stores themselves have had a most 
beneficial effect upon the independents who have had 
sufficient initiative to fight with the same weapons that 
their competitors use. 

It is necessary to look back only a few years to recall 
the physical condition of the average small store—the 
grocery, the hardware store or the drugstore. As a rule, 
it was dingy, dusty and unprepossessing. Its window was 
used as a catch-all for anything and everything. Its books 
were poorly’ kept—if they were kept at all—and its 
methods of salesmanship reeked of the days when Caveat 
emptor (Let the buyer beware!) was the motto of every 
place where goods were sold across the counter. 

Then a chain-store outfit came along and opened a 
bright, attractive, spic-and-span store next door or across 
the street. The independent storekeeper—for he was far 
more of a storekeeper than he was a “merchant’—had 
to do on of two things: Either curl up and wait for the 
sheriff or clean up and go after business. Those who 
surrendered, those who sat back and wailed about “the 
competition of the chains” instead of doing something 
about it, were swept out. Those who made up their minds 
to fight soon found that the weapons of Satisfaction and 
Service, of individual attention to the needs of their cus- 
tomers and personalized supervision of their own businesses, 
the weapons of charge accounts and deliveries and tele- 
phone orders, were more than sufficient to offset the much- 
vaunted buying power of the chains. In fact, many 
progressive merchants of the present day openly declare 
than they like nothing better than to have chain stores 
select locations close by, so that, through intimate com- 
parison of the two methods, their customers can become 
even more convinced of the desirability of dealing with a 
store which is a separate and distinct unit, rather than a 
cog in a big machine. 
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Chains Sell About $3,360,000,000 a Year 


Today, there is far less talk of chain-store competition 
—and of that other bugaboo of the retail business, mail- 
order competition—than there was ten or even five years 
ago, for the weaklings are being rapidly weeded out and 
all the chain stores of the nation were last year credited 
with doing only 8 per cent of the total retail business of 
the United States. This, however, does not mean that 
chain store sales were not sufficient to cause alarm, for 
8 per cent of $42,000,000,000 represents $3,360,000,000 
which the independent retail stores failed to secure. 

But it is not correct to say that this amount of sales 
was lost to the individually-owned stores, for the reason 
that it never belonged to them. It was an opportunity 
which they failed to grasp, a prize for which they did not 
strive sufficiently hard—but they did not lose it any more 
than a man could be said to lose the prize in a race in 
which he merely jogged along while his opponent was put- 
ting forward every effort to win. 

That’s what a lot of stores are doing today—jobbing 
along. But the race is getting swifter all the time and 
if there is to be any hope whatever of getting the real 
prize at least some of the methods which are being used 
by the chains will have to be more widely adapted to the 
individual retail field. 

These methods may be roughly summarized as: 


A definite analysis of the market; 

Extreme care in the selection and buying of goods; 

Limitation of lines; 

Limitation of service; 

The handling of window and counter displays; 

The training of salespeople; 

Economies in operating service; 

A complete system of records, coupled with a proper 
use of the figures secured. 


It will be invariably found that no chain-store organiza- 
tion will select a location in a haphazard, hit-or-miss 
fashion. In the first place, the chain is a large one, the 
entire country has been surveyed and certain markets 
have been mapped out as being the most promising. Then, 
after these have been determined, the cities and towns are 
surveyed and reports secured as to the buying habits of 
the people of each individual city, their incomes and their 
prejudices. Finally the business sections of each city 
are gone over very carefully and plans are laid to secure 
as many advantageous locations as possible—the chains 
often working years in advance to secure an option on a 
site which they favor. 

In Philadelphia, for example, I know of three instances 
in which chain-store outfits have their lines already laid 
to take over properties upon which the present leases will 
not expire for ten years or more. When the proper time 
comes, it is possible that the organizations may not ex- 
ercise their options. But, meanwhile, they are protected 
against competition and can take over the stores if they 
care to do so at the end of the existing leases. 

This, of course, is hardly possible for the individual 
store. The independent merchant usually has to take his 
location where he can find it, but there is no reason why 
he should not keep his eyes open for the future, why he 
should not instruct a reliable real-estate broker to keep 
in close touch with developments in the retail district so 
that, if he wishes to do so, he can either enlarge his store 
or move to a better location. 


It Always Pays to Analyze the Market 


But right here—in the analysis of the market—there 
is a weapon in the hands of the independent store which 
the chain cannot use: A concentrated survey of the trad- 
ing radius of the store with a view to using newspaper 
and direct-mail advertising in the proper manner. How 
can a store expect to get a full one hundred cents return 
from every dollar spent for advertising if it is not thor- 
oughly conversant with the needs and the desires of the 
people whom it is serving? How can it personalize and 
individualize its service if it doesn’t know just what ser- 
vice is wanted? How can it build up trade in new lines 
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if it is ignorant of the houses in which these lines would 
find a ready reception? 

An excellent illustration in this connection, although 
the plan adopted was not that of a chain outfit, was re- 
cently outlined in the Retail Ledger in an article which 
told of the success which George F. Muth & Co. have 
had with a specialized idea in paint selling. 

Every time one of their customers has his house painted 
-——and it is easy to keep track of this through the sales 
in the paint department of the store—the Muth Company 
writes a letter to the owners of the two houses on each 
side of the one that has been newly painted and to the 
owners of the four houses directly across the street, 
calling their attention to the improvement which has been 
effected in the appearance of the property and to the in- 
creased value which a coat of paint has effected. Nat- 
urally, the suggestion is made that precisely similar paint 
can be secured at the Muth store and an approximate 
price is mentioned for a duplication of the work. As a 
result, a surprisingly large percentage of new orders are 
secured. 

The names of house-owners close by are secured through 
high school students who are glad to earn a little extra 
money in this way. 

There is no reason why this plan should be confined to 
paint. It is just as applicable to radios, to sales of furnaces 
or cooking ranges or refrigerators or washing machines 
or other articles which are comparatively high-priced. In 
every instance, the man or woman who has just bought 
one of these would be very glad to show it to their neigh- 
bors and a personal letter to a dozen people in the im- 
mediate locality would be almost certain to pull an ad- 
ditional sale or two, in addition to laying a splendid 
foundation for future business. 

When you come right down to it, this is only an ex- 
ample of carrying the chain-store market-analysis idea a 
step further—dressing it up and rendering it far more 
attractive with the personalized service which is possible 
only through the independent store. Few chain-store 
managers could put this plan into operation, because their 
hands are tied by the inflexible rules and regulations of 
their organization and because they are given little lati- 
tude for originality. “Standardization” is the keynote of 
the chain’s success for, through standardization, they 
lower expenses and keep overhead down to a remarkably 
low point. 


Care in the Selection and Buying of Goods 


It is here that the standardization policy of the chain 
stores won its greatest victories, for the selection and 
purchasing of goods is not left to the individual manager 
but is handled entirely from the central office and orders 
are placed only after a searching investigation into the 
sales merits of the merchandise. 

There is little chance for the high-powered salesman, 
the man who relies upon his own ability rather than upon 
that of his goods, to secure a large order from a chain. 
Experts go over each and every piece of merchandise 
offered, dissecting it, analyzing it and finally deciding 
whether or not it should be added to the stocks of the 
different links in the chain. As a result, there is little 
leftover goods and few shelf-warmers. Even the season- 
able articles—like Christmas-tree ornaments or bathing 
caps—are carefully stored away and brought out next 
year, together with the new stock. Because of this, “sales” 
are particularly unknown in chain stores. Stock doesn’t 
have to be cleared out and, as the lines are comparatively 
few and the goods are all surefire sellers, little loss has to 
be taken on markdowns, even in the clothing chains. 

There are few individually-owned stores, on the other 
hand, that could not profit by taking this leaf out of the 
chain store’s book of management. It is not, of course, 
advisable for a store so to limit its stock that any con- 
siderable percentage of customers will have to be told, 
“We haven’t that” or “We’re just out of it,” but there is 
no reason for the multiplicity of brands and the excessive 
duplication of items which is so often found. 

Only recently, I was in a hardware store which had, on 
display or behind the counter, thirteen different makes 
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of knife-sharpeners. Examination of the sales records 
showed that over 80 per cent of the sales were made on 
two of these types. Why, therefore, should the store 
stock the other eleven? Why should they be allowed to 
clutter up valuable space and eat up their profit long 
before they were sold—if at all—when there were other 
and far faster moving things that could be advantageous- 
ly displayed in the same spot? 

That’s one big lesson that the independent store can 
learn from the chain—to carry only goods that will sell, 
stock only a few of them at a time and keep turnover 
turning. Manufacturers are deprecating the so-called 
“hand-to-mouth” buying policies of retailers at the present 
time, but isn’t it far better to buy from hand to mouth 
than to sell only when the sheriff tacks a big-typed notice 
on the door? 


Watch Out for Service Costs 


One of the outstanding differences between the chain 
store and its independent competitor is that the latter 
gives service and the former does not. Here is a weapon 
that, rightly employed, can be used to the inevitable ad- 
vantage of the independent, for the majority of people like 
to buy service along with their goods and they are willing 
to pay for it—up to a certain point. They like the con- 
venience of a charge account (and they’ll buy more on it 
than they will for cash) and they like to have their goods 
delivered. They like to be able to call up the store on 
the telephone and have their wants attended to with a 
minimum of trouble. They can’t do these things in a 
chain store and it therefore follows that if the independent 
store emphasizes the service which it renders and the 
convenience which it offers, it will offset the lower prices 
which the chain features as its sole reason for existence. 

But there is such a thing as carrying service entirely 
too far—extending it to the point where it has to be re- 
flected in a materially increased cost to the consumer— 
and it is here that a balance has to be struck. Extension 
of a thirty-day credit, for example, is an excellent idea, 
when you know who you are dealing with and are certain 
that the bills will be paid with a fair amount of prompt- 
ness. But when credit begins to lag to anywhere from 
ninety days to six months or more, it’s time to call a halt. 
That isn’t service. That is an imposition by your cus- 
tomers who have borrowed money from you and are re- 
taining it without paying interest for the privilege. 

Again, it isn’t service to make a special trip to deliver 
a package of thumb-tacks or some washers for a garden 
hose. A certain amount of deliveries of this kind un- 
doubtedly do create good-will. But they are an expen- 
sive luxury and should be indulged in only when you are 
fairly sure that some real good will come out of them in 
future. 

Steering a straight course between the chain store 
abolition of all service on the one hand and too much 
service on the other is a task for a real diplomat—which 
is to say a real retail executive, for there is just as much 
need for diplomacy and hair-line decisions in retail busi- 
ness as there is in world politics, and it comes a lot closer 
home to most of us. 

Therefore, so far as service goes, the independent store 
should use this weapon to the best of its ability, for it 
is one that the chains cannot wield. But, at the same time, 
care should be taken to see that the weapon does not grow 
so heavy that it crushes by the sheer force of its own 
weight. 

In the matter of window and counter displays the in- 
dependent store has little to learn from the chain, save 
for the basic principle of absolute, spotless cleanliness. 
Standardization of sales-helps of this kind does not make 
for originality or the attractive power of novelty, and it 
therefore follows that the more thought which the in- 
dividual store puts into its windows and the arrangement 
of its interior displays, the more effective they will be 
and the more chance it will have to compete with the chain 
on a basis of equal customer-appeal. 

People are drawn to the chains because they have been 
sold on the idea that they can save money there—an idea 
that is not nearly as well founded as is generally sup- 
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posed—and they gravitate there from an economical im- 
pulse only. But the independent store which pays attention 
to its windows and sees that they are always inviting and 
suggestive—filled with new merchandise for which there 
is a real need—will soon find that a larger percentage of 
passersby turn in at its doors than at the doors of the 
store which bases its appeal solely on price. 


Salesmanship Training Essential to Success 


While talking to the president of one of the largest 
chains of drugstores in Chicago recently, I was struck 
by his statement: “We hear a lot about merchandise which 
sells itself. But when you stock that kind of goods you 
usually find that the margin of profit which it carries is 
too small to be really worth while. A retail store isn’t 
any different from the rest of the world. The same rule 
applies there as elsewhere—you’ve got to take some trou- 
ble in order to get results that are worth anything at all. 

“It is for that reason,” he continued, “that we place 
so much emphasis upon the salesmanship training of our 
employees. We have a merchandising school which meets 
once every two weeks and, at these sessions, there are 
frank discussions of store policies, demonstrations of new 
goods and the ways in which they should be sold, talks 
on the value of ‘suggested sales’ and the ways in which 
they can be made and a series of lectures on the various 
other phases of salesmanship.” 

In answer to an inquiry as to what particular branch 
of this training he considered most profitable, the chain- 
store executive replied without a moment’s hesitation: 
“That which helps our people to know their stock. How 
can you expect a man or a woman to sell something when 
they don’t know anything about it—except possibly its 
name and its price? But that is what a lot of stores are 
doing. This afternoon, for example, the theme of the 
talk is toilet soaps. The instructor will take up the 
different kinds of soaps, explain each one, impress some 
of the selling points upon the members of his ‘class’ and, 
provided they have been paying any attention at all, they 
will go back to their stores far better fitted to make soap 
sales than they were before. 

“That’s the system we follow right down the line. Our 
people know their goods. They know how to talk about 
them intelligently and, as a result, they make five sales 
where the average store only makes three. We know that, 
for we’ve checked our departments against others in simi- 
lar stores. The man behind the counter is the most valu- 
able link in our sales chain, for he is the one contact we 
have with the customer. Therefore we pay attention to 
him and the work never fails to pay big dividends.” 

If a chain-store organization—this particular one has 
grown from one store to more than thirty in the past 
fifteen years—feels that this salesmanship training is 
essential, doesn’t it follow that it is even more vital to 
the independent store, which must rely upon individualized 
attention and real service? 

Train your clerks. Teach them to know their goods. 
Whenever possible, get the salesmen who have obtained 
orders from you to give a ten or fifteen minutes’ talk to 
the salesforce, explaining the merits of their merchandise. 
They’ll be glad to do it, for it will mean more business 
for them, just as it means more business for you. 


Economies In Operating Service 


Here, as in the case exercised in buying goods, the chain 
store stands pre-eminent. It has its operating costs down 
to a point with which few independent stores can compete, 
due to standardization and centralized buying power. It 
has learned where many of the wastes occur and has 
spotted and stopped a considerable number of the leaks 
which represent the difference between profit and loss. 

There are a large number of independent stores which 
have failed to profit by this example. They are still run- 
ning along in the slipshod, haphazard fashion of ten or 
fifteen years ago and, while some of them may be making 
money, they are not clearing anything like as much as 
they could make if they took the time to analyze their 
business and found out where their losses occur. 
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Personality is an 
important factor 
in holding trade 
for the small, in- 
dependent retailer. 








ISING costs of doing business, the stiffening 
competition from chain stores, direct to 
consumer distribution—are these and other 

factors to bring about the passing of the “inde- 
pendent” retailer? 

I’ve a friend out in Kansas, the hustling pro- 
prietor of his town’s leading drug and stationery 
store. Not long ago I talked with him about busi- 
ness—about the future of retailing. But he, I 
found, was concerned not so much with the 
future as with the highly interesting present; and 
the present he contrasted with the past. 

In the old days—twenty years or so ago, he 
said, a community might have one retail establish- 
ment that sold drugs and stationery; today the 
same community has a dozen such establishments. 

“Retailing,” he said, “has gone to the dogs. 
Look at me. Twenty-five years I’ve been in the 
same location. When I moved into the place my 
rent was $50 a month. Today I pay exactly five 
times that much. My clerks today cost me twice 


*Reprinted from Business, published by the Burroughs Add- 
ing Machine Co. 
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Its Opportunity’ 


Now that Big Business Has Gone into 


Retailing, How May the Independent 
Merchant Hold His Own 


By J. R. Sprague 


as much as they used to and my newspaper ad- 
vertising three times as much. Yet I must sell 
my goods at the same old profits—or less. And 
there’s competition—a half dozen brand-new 
kinds. I’m competing, not only with other ‘inde- 
pendent’ drug stores, but with department stores, 
chain stores, mail-order houses in Chicago and 
Kansas City—yes, and even with the cigar stores 
that are selling razors, razor blades, boxed 
candies, and even perfumes. Retailing? In an- 
other ten or twenty years, the individual retailer 
will be extinct.” 

My friend in Kansas is but a type. Among 
merchants everywhere in America I’ve heard the 
same story. The facts, of course, are beyond 
dispute. Retailing expenses have mounted tre- 
mendously. More and more the department stores, 
the mail-order houses, the chains, go after the 
business that formerly fell into the lap of the in- 
dividual storekeeper; and with their tremendous 
buying power they wield mighty weapons. Big 
business has invaded the retail field as it has the 
manufacturing field; how the small individual 
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merchant will fare in the future remains to be 
seen. 

Yet a good deal of the pessimism of my Kansas 
friend and his brother retailer is unfounded. My 
own retail experience goes back a good many 
years. I have moved about and I have watched 
the changes. 

If I had spent these thirty years in the Kansas 
town where my friend has his drug-and-stationery 
business and where I also worked as a boy, I 
probably should share his pessimism. Since | 
left there the town has grown about a third. 
Meanwhile, however, my friend’s expenses prob- 
ably have trebled and, as he says, competition, 
too, has multiplied—chain stores, department 
stores, the interurban line that runs into Kansas 
City, the automobile. 

The individual storekeeper appears to be play- 
ing in hard luck, but in reality he’s not so un- 
fortunate. In the old days, it is true, there were 
fewer retailers to divide the business; but now, 
certainly, with a higher standard of living, the 
public buys more. I can remember when in this 
Kansas town perhaps fifty families drove horses. 
The rest of us walked. And I remember, back in 
the ’nineties, the first pair of patent-leather shoes 
that appeared on Main Street—and the first two- 
dollar straw hat. Verily, they were sensations— 
the height of extravagance. I mention these inci- 
dents to illustrate the old-fashioned small-town 
ideas of extravagance. Even the wealthy were, 
well—careful. 

Those were the days when buyers drove hard 
bargains. Shoppers, then, were shoppers. I re- 
member when one of the town’s wealthiest men 
out to buy, as a graduation gift for his daughter, 
a gold watch. Graduation day was in June, but 
he was hunting for a bargain a month before- 
hand. He even went to Kansas City. On the eve 
of graduation day he bought a watch from my 
boss, but so skillful had been his maneuvering, 
so shrewd his bargaining, that my boss made only 
two dollars. 

The small retailer may kick about the competi- 
tion from Big Business, but he must admit that 
Big Business, in the form of department stores, 
chain stores and the mail-order houses, has 
eliminated most of the old cut-throat methods. 
From necessity arose the policy of selling at one 
price to all—of fixing one price and refusing to 
haggle. Our general economic situation, as a re- 
sult, is vastly more satisfactory. For the retailer 
to cut prices in the old days was customary. The 
customer expected it, and the retailer who refused 
was unpopular. 

All in all, it appears to me, from personal ob- 
servation, that to the average individual merchant 
a chain store, instead of being an obstacle, is a 
help. Nearly everyone remembers when the 
popular complaint was, “This is an awfully high- 
priced town; the merchants are profiteers.” But 
now, due chiefly to the chain store, that’s a com- 
plaint you seldom hear. In all stores of a chain, 
people now realize, prices are standard and when 
a chain store opens in your town it behooves your 
local merchants to prepare to meet big-city prices. 

Fifteen years ago I was in business in Newport 


News, Virginia, a town of 20,000 population just 
across Hampton Roads from a much bigger city 
—Norfolk. Persuading our customers not to 
spend their money across the river was our 
biggest job; but last year, on a visit to Newport 
News, I didn’t hear Norfolk mentioned. Queer, 
I thought. And then I recalled that in the old 
days when I was president of our merchants’ as- 
sociation and spent sleepless nights thinking up 
schemes to hold the local trade—in those days 
Newport News had no chain stores. 

But, all this aside, Big Business seems to have 
dug into retailing to stay. Operating expenses, 
likewise, probably will remain heavy. Store 
rentals will be high so long as we continue to 
build bigger and better courthouses than our 
neighbors, more elaborate municipal auditoriums, 
finer speedways. Someone must pay these bills, 
and, seeking the easiest way out, we pick on busi- 
ness—on business property we slap another tax. 
Obviously, the individual retailer, if he wants to 
survive, must adjust himself to present-day con- 
ditions. He must organize his affairs as carefully 
as do his big competitors; he must watch for the 
little leaks; he must know at all times just how 
he stands. 

The greatest weakness of the small retailer, I 
believe, is too much individuality. In all prob- 
ability he’s in business because he’s a good sales- 
man, and therefore, because men of his type or- 
dinarily fret at dull routine, he’s likely to devote 
more attention to actual selling than to watching 
his business. 

I once was one of a committee of three who ap- 
praised the stock of a merchant who was in 
financial difficulties. His line of business was the 
same aS my Own. For several years this mer- 
chant, a young man, had been the star salesman 
in the town’s biggest store. He was popular 
socially, and among his friends were men of 
means; so when he embarked in a business of his 
own, it was with their financial backing. But 
he lasted only two years, and his business affairs, 
even in so short a period, got into an almost hope- 
less méss. True, his display windows always 
were models of effectiveness, as were his show- 
cases and his shelves. But there efficiency 
stopped. Much of his stock was not marked. 
Under the counters were boxes of merchandise 
partially emptied, and in the storeroom were full 
boxes that never had been opened. And his 
financial records were baffling. In fact, there 
were no records. He had kept no books—merely 
bunches of invoices and statements, impaled on 
hooks in his cluttered-up private office. How did 
he stand? How much did he owe? He didn’t 
know. 

His bank book revealed that he had done a fair 
business, and had conditions been as they were 
years ago he might not have gone under. But 
here was his trouble: His store rent was $500 
a month; his bills for advertising had run around 
the same amount; and in addition there were the 
salaries of several assistants. These expenses he 
had tried to meet merely by his own individual 
effort. His assistants were of little value to him 
because he hadn’t trained them properly—hadn’t 
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even seen to it that they knew his stock. When 
they did manage to find a particular article, 
chances are it would be unmarked. Distinctly, 
his store was a one-man show. 

As times have changed, the possibilities for the 
retailer have broadened; but to take advantage 
of modern times the retailer must be a skillful 
merchant. The situation is paradoxical. Re- 
tailing nowadays, as compared to earlier years, 
is both easier and more difficult. It is more 
difficult for the individualist; mounting costs and 
the competition of Big Business have speeded 
business up to the point where salesmanship 
alone no longer will support it. But for the man 
who knows how to organize, retailing now is 
easier. People are better spenders, and there 1s 
less underhanded price-cutting competition. 

What, then, are the chances of success for the 
host of retailers whose chief forte is selling, but 
to whom the details of management and finance 
are distasteful? For them, one remedy is a part- 
nership. Every storekeeper has heard the old 
adage that, “the best business combination is that 
where one partner is a good fellow up by the front 
door, glad-handing the customers; while the other 
partner is a grouch, working back in the office.” 
But partnerships are temperamental. Sometimes 
they work and sometimes they don’t. 

Organized business, after all, isn’t so compli- 
cated. It’s within the understanding of a man 
of ordinary intelligence. There is available, now, 
plenty of authoritative data. Any dealer easily 
may learn what, in his particular line, is the 
average cost of doing business. He can determine 
what proportion of his stock it is safe to carry 
on credit. He can get dependable figures on what 
ought to be his yearly stock turn. A safe and 
sane basis, surely, for his operations. 

But the average young retailer is hard to con- 
vince. - “Oh, I know all that,” he’ll say, “but it 
doesn’t mean anything to me. When I get big 
enough, yes. But at present I’m running along 
on a small basis and doing the best I can without 
all that bother and expense!” 

A dangerous plan, for even more than the big 
store, the man with limited capital needs guide 
posts—warning signs. 

A few years ago a friend of mine opened a re- 
tail store in one of the good-sized cities of the 
South. He, too, had been a star salesman, and a 
poor organizer; but he recognized his shortcom- 
ings and prepared for them. He has been suc- 
cessful. Why? Let him explain: “When I de- 
cided to go into business I sat down and took 
stock of my qualifications, pro and con. In the 
‘good’ column I set down the fact that I had 
$10,000; that I had a lot of acquaintances in the 
city who would be willing to try me at least once; 
that I knew the selling end of the business thor- 
oughly. In the ‘bad’ column I recorded this—that 
because all my training had been in selling I prob- 
ably was inclined to be over-optimistic; I would 
be tempted, probably, to run up bigger bills than 
I could pay. About bookkeeping or departmentiz- 
ing I knew nothing. 

“This analysis, you see, showed me to be about 
50 per cent efficient, and I set about to find some 


way to bolster myself where I was weak. What 
I needed was a good financial man, a good man for 
system, and I thought I knew one. He was a book- 
keeper in one of the banks, a gruff kind of person 
who never had progressed much because he had a 
pessimistic way with people; but I thought he 
would suit me. He asked a salary that was a lot 
more than I had figured on, but I took him up. He 
knew nothing about shoes, and that suited me 
because I figured that my finances and my records 
ought to be handled in a cold-blooded manner, un- 
influenced by my own optimism. But before I 
hired him I outlined a few ideas that I intended 
to follow. 

“*T have been reading up on the basic princi- 
ples of the shoe business,’ I told him, ‘and I think 
I know what policy ought to be adopted. Our 
chief aim will be to pay our bills when they fall 
due. _I figure this business safely can owe $4,000 
—no more. A certain proportion of the stock 
ought to be in men’s goods and a certain propor- 
tion in women’s goods. Maybe later on it will be 
advisable to change the proportions, but for a year 
at least we’ll operate on this basis. Also, I have 
figured what expense the business can stand, so 
much for rent, so much for salaries, and so much 
for advertising. Your job will be to keep me sup- 
plied with the figures. I want to know at all 
times the condition of the business.’ 

“Did my bookkeeping department function? 
I’ll say it did! The store had been open about 
Six months when one day I bought a bill of men’s 
goods. But did my bookkeeper file the copy of 
my order and go back to his books? He did not! 

“*This order,’ he said to me, ‘this order throws 
the stock out of proportion. According to my 
records it will make the men’s department ex- 
ceed its quota by more than $300.’ 

“TI told him that a small amount like three hun- 
dred wouldn’t make or break any business, but 
he reminded me that I had prescribed in the be- 
ginning how the business was to be run. If I 
intended to break my own rules, he hinted, what 
was the use of a system? I got the point, and 
wrote the factory to hold up part of the order for 
thirty days. 

“Then I wanted an electric sign, and I sent for 
a sign maker to give me an estimate. And again 
I heard from my bookkeeper, To what account, 
he asked, to what account should the sign be 
charged? Our budget for advertising, it seemed, 
had been all scheduled. I suggested that we 
charge the cost to fixtures; but that wouldn’t do. 
‘You can’t put it on the books as a fixture,’ he ex- 
plained. ‘Fixtures you can sell. This sign you’re 
figuring on will bear your own name; it wouldn’t 
be worth five cents on the dollar to anyone else. 
The only thing you could charge it to would be 
advertising, and you’ve contracted for every penny 
of that.’ Well, I didn’t buy the sign—not then. 

“Maybe, to a good business man these incidents 
seem picayunish; but to me they meant a lot. I 
wasn’t a real business man then—only a sales- 
man. I managed to acquire a pretty good name in 
the trade; I always could pay every bill the day 
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HERE are two important 
methods the beginner should 
understand in learning show 
card writing. One is the outlin- 
ing, or the formation of each 
letter of the alphabet in skeleton 
effect. The other is, in forming 
each lettter with a series of as 
few single solid strokes as pos- 
sible. 
The beginner should first have 
a knowledge of the _ general 
formation or outline of a letter 
before he attempts the single- 
stroke method. Outlining and 
filling-in is much better practice 
for the beginner than forming 
letters the single-stroke way, for 
in outlining the student has the 
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Filling in 
Outline 
Letters 


for 
Show Cards 


By Joseph Bertram Jowitt 


opportunity of rectifying or 
straightening a crooked letter or 
stroke, or making an oval or 
semi-circle more perfect, whereas 
in single-stroke method each flat 
brush stroke must count as final. 

There is no denying the fact 
that the single-stroke method of 
lettering is the quickest for 
those who are proficient, but in 
many instances it is “more hurry 
less speed” until the beginner is 
more sure of himself and has the 
formation of each letter “down 
pat” so-to-speak. 

Beginning in this issue we are 
starting a series of four lessons, 
this one covering the letters A 
to G, in upper and lower-case, 
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and the three following lessons 
covering H to N, O to U, and 
V to Z, with numerals. The idea 
of showing this alphabet in in- 
stallments is to allow the begin- 
ner to concentrate and practice 
on not too many letters at one 
time, or to wander at random 
through the whole alphabet not 
knowing what letters to concen- 
trate on. There are many let- 
ters in the alphabets whose basic 
parts are identical with a slight 
addition or extra stroke here or 
there. For instance take the 
capital letters E and F, and C 
and G, notice what few addi- 
tional strokes are necessary to 
transform one into the other. 
All outlined letters should first 
be roughly sketched out in pen- 
cil and afterwards retraced with 
a number 4, 5 or 6, Red Sable 
show car brush, and filled-in with 
a convenient size larger. 

When undertaking lettering of 
any kind it is most important to 
draw the top and bottom guide 
lines and all lines of lettering 
should be kept well within these 
two horizontal lines (this applies 
to practice work also). 

The beginner’s attention is 
called to the exercises at the bot- 
tom of alphabet plate beginning 
with the lower-case letter ‘a” 
showing a series of free-hand 
circle strokes which are the prin- 
cipal ones used in forming the 
Roman alphabet. These scrolls 
and circles were executed with a 
number four Red Sable brush, 
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held between the thumb and in- 
dex finger keeping handle of 
brush straight upright, the other 
three fingers clenched in the 
palm. The movement should be 
a free wrist motion. 

This is the best possible prac- 
tice and will teach brush control 
better than anything else the be- 
ginner could attempt. 

It is next to impossible to make 
a graceful scroll, oval or circle 
in a slow careful manner. These 
designs and letters must of 
course be copied, but it should 
be done in quick deliberate 
strokes. It is not how much sur- 
face one covers when practising 
that brings the best results, but 
concentrating on a few letters at 
a time until the beginner gets a 
fair idea of their formation. 
Two very important things the 
writer would like to impress is, 
that all Roman letters which are 
composed of light and heavy 
lines are made with the tip end 
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of the brush using little or no 
pressure. All heavy face type 
such as full block or Egyptian 
letters are made with the full 
stroke of brush using the entire 
length of the hair in the opera- 
tion. 

The writer has often heard 
people remark that they could 
never learn show card writing 
“Because they write a very poor 
hand.” Strange as it may seem, 
one’s handwriting has absolutely 
nothing to do with learning the 
knack of lettering with the brush 
or pen. It is simply a matter of 
being able to draw straight, 
horizontal, oblique, perpendicular 
and circular strokes, and this to- 
day is a simple process in view 
of the fact that one is able to 
procure modern brushes which 
do not require trimming or 
“breaking-in.”” This opportunity 
was not within the reach of the 
beginner a few years back. In 
copying the lower-case letters 
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shown herewith the _ reader 
will observe the five guide 
lines necessary to the correct 
formation. The letters a, c and 
e, are formed within the center 
guide line. The letters b, d and 
f, extend above the top guide 
line, while, the letter g, extends 
above and below to first and fifth 
bottom guide lines, with the top 
round just touching on center 
guide line. 

The beginner’s attention is 
called particularly to the direc- 
tion each arrow points, and their 
number in rotation. The little 
round loop at the tail of each 
arrow denotes just where each 
stroke began, and the “cross- 
mark” indicates where each stroke 
terminated. 

The filling-in process is accom- 
plished with a larger size brush 
of course and care must be ex- 
ercised not to go outside the lines. 
It is a good idea to begin by fill- 
ing in the widest part of letters. 
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This chart, prepared specially for Hardware Age by Mr. Jowitt, graphically illustrates the construetion of the Outline Roman alphabet. 
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This 


alphabet is easier for the novice to handle than is the single-stroke alphabet. 
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A World of Contrasts 


By Saunders Norvell 


OQOMEWARD bound! The good ship “Aqui- 
tania” carefully feeling her way through 
the night in a dense fog. Every few min- 

utes the long-drawn sigh of the fog horn. A double 
force of watchmen in the top and at the bow. 
Officers on the bridge with a sense of their re- 
sponsibilities and the fear of other ships and ice- 
bergs. 

o® ~ * 

This night reminds me of Coleridge’s rhyme of 
“The Ancient Mariner.” Do you remember? The 
wedding guest is held by the glittering eye of the 
ancient mariner and is forced to hear his tragic 
tale while the music and the laughter of the wed- 
ding feast make a striking contrast to the grue- 
some story. 

> * > 

I was sitting at a window on the deck just out- 
side the dancing saloon. The orchestra was en- 
ergetically playing the latest and most popular 
dance music. Drums and cymbals emphasized the 
time and drowned out the pulsations of the ship’s 
engines. The nimble feet of the dancers kept time 
with the music with a slip-slip upon the polished 
floor. As they danced, they sang the words of the 
song from “No, No, Nanette,” the great London 
hit of the year: 

“Tea for two, 
Two for tea, 
Just you and me, 
And me and you, 
No week-end vacations 
With friends and relations!” 


In the pause between the dances, the solemn blast 
of the large fog horn. Again, in these pauses, one 
heard the engines like a big throbbing heart. 
Above and around us, the impenetrable fog. Be- 
low us, thousands of fathoms of salt sea inhabited 
by the strange unknown living things that never 
see the light. 
+ * 

Fog, laughter, music, song, dancing—and only 
an inch or two of steel between us and eternity! 
Around the walls sat fat women, laced in rubber 
corsets, discussing diets and fat-reducing systems 
after eating enormous meals. American women 
returning with their expensive Parisian clothes, 
wearing toilet after toilet, just once, so they can 
smuggle them through the Customs with a clear 
conscience. 

*” * ~ 

I sat alone and mused on this display of Ameri- 
ean wealth and luxury. Wasn’t it Max Orell, the 
Frenchman, who remarked: “The sweat of the 
American workingman crystallizes into diamonds 
on the neck of his wife?”—but that must have 
been before pearls became fashionable. Flashing 
jewels; ropes of pearls; gold and jeweled hand 
bags; sparkling head-dresses that out-rival the 
coronets of Duchesses; gold and diamond-studded 


cigarette cases; monogrammed cigarettes; expen- 
Sive vanity cases; American women, old and 
young, smoking cigarettes between dances. Again 
the music. Again a song floats out of the window: 

“IT want to be happy, 

I want to be happy, 

But I want you to be happy, too!” 
The boom-boom of the drum that arouses memo- 
ries of savage incantations in dark African for- 
ests. The slip-slip of dancing feet, the swish of 
the sea on the side of the ship, the sharp, pungent 


smell of burning cigarettes. 
* * * 


As I sat almost dreaming, allowing my imag- 
ination to travel at will far back into the past and 
then to the present, a stranger dropped into the 
chair next to mine. The light streamed out 
through the open window and, like the ancient 
mariner, he fixed me with his glittering, piercing, 
dark eyes. His long face was of swarthy com- 
plexion. His straight hair and pointed beard were 
coal black. His nose in cast was Semitic and his 
very white teeth flashed under his black mus- 
tache. “You are an American?’—he inquired, 
with a rising inflection, in a well-modulated, edu- 
cated voice. “And you?”’—I inquired, after an- 
swering in the affirmative. “I am a Chaldean,” 
he replied, and I was astonished, because he wore 
the round collar and the dress of a Catholic priest. 
As I studied his unusual face, out from the danc- 
ers floated the song: 

“All alone, I’m so all alone, 
And there’s no one else but you, 
All alone at the telephone, 
Wondering when you’ll call me up again.” 
* * * 


Then this dark-eyed Chaldean priest, like a re- 
incarnation from the mysterious past, told me his 
story. As he answered my questions, the music 
rose and fell. The dancers walked and whirled. 
The men in their black dinner coats advanced on 
their partners and the women, as they backed, 
pushed out silk-rounded limbs and feet shod in 
gold and silver slippers. 

ca * *K 

He was a descendant from the oldest civiliza- 
tion on earth—from Chaldea in Upper Mesopo- 
tamia, from between the Euphrates and the Tigris 
Rivers where the Garden of Eden was when God 
drove out Adam and Eve because of their first sin 
of disobedience. As he talked, I dimly recalled 
the location of Mesopotamia—south of Constan- 
tinople and the Black Sea, east of the Mediterran- 
ean, on the north, Armenia and Anatolia. Yes, 
Trebizond was a port in the Black Sea. Whata 
beautiful name! There is also Anatolia, another 
lovely name. On the east, Persia and Russia, to 
the south, Arabia, westward, Jerusalem and the 
Holy Land. The cradle of civilization, the begin- 
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ning of history, a country conquered and recon- 
quered by marching armies of rising and passing 
races. 

* * 

The Chaldeans, before Greece, before Rome, 
when Britain was an island of savages, clothed in 
skins of wild animals and getting their daily 
meals with a club, were highly civilized. They 
were the first astronomers and worshipped the 
sun, the moon and the stars. They built the tem- 
ple of the moon, which has just been unearthed, 
5,000 years before the Christian Era. Here, in 
this country, intensely irrigated, grew up the 
famous cities of Babylon and Nineveh. The site 
of ancient Babylon is just a few miles from the 
present city of Bagdad. Nebuchadnezzar was a 
Chaldean. Here in Chaldea the Children of Israel 
were held in captivity, forgot Hebrew and spoke 
Chaldean only. 

* * om 

“When Christ was born,” said the stranger, 
“the Wise Men from the East were Chaldean Magi 
who came to His manger bearing gifts.”” Then he 
made the astonishing statement that Christ Him- 
self spoke Chaldean, as did all the Hebrews who 
lived in Jerusalem in the day of Christ. 

*~ * * 


In the first century, St. Thomas went to Chaldea 
and converted the Chaldeans to Christianity. 
Chaldea in the early centuries of the Christian 
Era became a powerful Christian nation, even be- 
fore Rome itself was converted. When the Roman 
Empire became Christian under Constantine, the 
Chaldeans became the allies of the Romans and 
so gained the unending enmity of all the pagans 
and infidels who surrounded their country. In 
the Middle Ages there was a nation of 20,000,000 
Chaldean Christians. They were prosperous and 
well-organized. Their trade extended throughout 
the entire East. They had their patriarchs and 
bishops, their cathedrals, monasteries and 
churches. The Chaldeans taught the Arabs and 
the later civilization of the Caliphs was handed 
down directly to them by the Chaldeans. Then 
came the invasions of the Mongols — Genghis 
Khan. Next came the Arabs with a Koran in 
one hand and a keen scimitar in the other—take 
your choice! At last, and most dreadful of all, 
came the Turks. Surrounded by Moslems, the 
Chaldeans have struggled for their existence for 
2,000 years, but in all their history, nothing for 
barbarism and ferocity has compared with the 
things that have happened, not only during the 
recent World War, but even up to last year. The 
persecution and the slaughter of the Chaldeans 
continued for six years after the World War was 
ended. 


Their men were murdered; their women and 
girls carried away into captivity. It was a re- 
ligious war and the object of the Turk was to com- 
pletely annihilate the Christian Chaldeans. The 
civilized world has heard of what happened to the 
Armenians, but very little has been known to the 
world of what the Chaldean nation has suffered. 
This dark-eyed Christian Chaldean priest had, 
with his own eyes, seen his people driven from 


* * * 


their ancestral homes, despoiled, enslaved and 
murdered by the heartless Kurds. From a nation 
of 20,000,000 in the Middle Ages, there were now 
scarce 300,000 Christian Chaldeans left on earth. 
During and since the World War, 300,000 had 
been murdered. These people were not killed in 
battle. They were disarmed, driven from their 
homes and murdered on the high roads. Thou- 
sands died of starvation and disease. This Chal- 
dean priest described to me the imprisonment and 
the murder in cold blood of his own father, the 
scattering of his family and his own almost 
miraculous escape disguised as an Arab. He had 
been imprisoned, beaten with clubs into uncon- 
sciousness and he showed me the scars on his face 
where his beard had been torn out by the roots. 
* * * 


As he talked, through the window came the 
music of the dance and the dancers sang: 
“What’ll I do when you are far away 
And I feel blue, 
What’ll I do?” 

They danced slowly to the sensuous strains of 
the orchestra. Couples in close embrace pressed 
cheek to cheek as their feet kept pace with the 
syncopated melody. 

+ a ” 

As I looked into the sad, earnest eyes of this 
low-voiced Chaldean priest, I wondered if I were 
dreaming. Could such things be true in this 20th 
century? I thought of my own life and my pre- 
occupations while he and his people were suffer- 
ing these tragedies. I thought of all the wasteful 
luxury on this floating palace of ships and his 
starving people at home on the sun-baked plains 
of Mesopotamia. I thought of what this man had 
seen with his own eyes, what suffering he had en- 
dured, not only within himself, but for his people. 
His father had been a rich man. He owned 
houses and lands and had servants. The houses 
were looted and all his lands were confiscated. 


Now this priest had consecrated his life to help- 
ing his suffering people, He told me he was sim- 
ply trying to do the best he could. He speaks 
French and English fluently. He is also versed in 
a number of Oriental languages. He had organ- 
ized, among other activities, a needle guild among 
the Chaldean women. One hundred women had 
been trained in needlework. Designs were ob- 
tained in France and from these designs, these 
patient women worked. All they asked was to be 
able to work and help themselves. They were not 
seeking charity. So he was bringing to America 
samples of their work. Afterward, he showed me 
this beautiful needlework—handkerchiefs, table 
covers, bedspreads, etc. The prices were so low 
they were ridiculous. Even with the Customs 
duty of 75 per cent, these articles would be very 
cheap. The designs, too, were new and artistic. 
To me, it was dramatic when I thought of this old, 
old suffering race sending its work hopefully to 
the new world. With each stitch was a prayer 
just to be allowed to live in this beautiful, fruitful 
world where there is and should be enough for all. 





(Continued on page 82) 
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New England Outing Planned | 


for July 15 


The annual outing of the New En- 
gland retail hardware trade, which will 
be under the management of the 
Hardware Associates, will be held 
Wednesday, July 15, at Mansion Inn, 
Cochituate, Mass., which is a part of 
Wayland. Those who will attend the 
outing will meet at Kenmore Station, 


Commonwealth Ave. and Beacon St., | 
Boston, at 1 p. m., where automobiles | 


will be taken for Wayland, a drive of 
some fourteen miles. 

Upon the arrival of the party, steps 
will be taken to get a ball game and 
other sports under way. Valuable 
prizes for the various sports have been 
donated by the hardware trade. Eben 
W. Smith, New England sales mana- 
ger Carpenter-Morton Co., Boston, will 
be in charge of those sports in which 
men and boys participate, while Mrs. 
Al Mac Murray, wife of the president 
of the Hardware Associates, will over- 
see the running off of sports for women 
and girls. Evert W. Hinckley, Berry 
Bros., Boston, is chairman of the gen- 
eral outing committee. 


New Sales Section Created by 
Westinghouse at Newark 


The Westinghouse Electric & Mfg. 
Co. announces the creation of a new 
sales section to handle indicating port- 
able and recording instruments, relays 
and instrument transformers, with R. 
T. Pierce formerly in the Supply En- 
gineering Section as manager. Offices 
of the new section are at the com- 
pany’s Newark plant where meters and 
instruments are manufactured. For- 
merly both meters and instruments 
were handled by the meter section. 
Mr. Pierce has been with the Westing- 
house company since his graduation 
from the electrical engineering school 
the University of Maine in 1915, and 
has been identified with the develop- 
ment of all the modern electrical in- 
dicating and recording devices made 
by the company. S. A. Berger, man- 
ager Meter ‘Section, remains in that 
capacity. 


Clambake Big Feature at 
Bigelow & Dowse Outing 


Approximately 130 employees of 
Bigelow & Dowse Co., 229 Franklin St., 
Boston, shelf hardware jobbers, held 
their fourth annual outing at the Ply- 
mouth Cordage Co., Plymouth, Mass., 
grounds Saturday afternoon and eve- 
ning, June 27. The feature of the day 
was a huge clambake, which was in 
charge of Frank Miller. 

During the afternoon a_ baseball 
game was played by the men of the 
company, and there were also racing 
events in which some of the women and 


























girls participated. Many took a dip in 
Plymouth Harbor, which is noted for 
its splendid bathing. Dancing was also 
popular. Some twenty automobiles 
were used to convey the employees 
from the company’s store to Plymouth 
and return. H. D. Priest, president of 
the company and I. §S. Dillingham, 
treasurer, were the guests of the day. 
Miss Drady, J. J. McGonigle and D. 
B. McCarvell comprised the committee 
in charge of arrangements. 


Treatise on Varnishes Issued 


by McDougall-Butler Co., Inc. 


A booklet entitled “A Treatise on 
McDougall-Butler Varnishes” has been 
issued by McDougall-Butler Co., Inc., 
makers of varnishes, enamels and 
paints, Buffalo, N. Y. It is a worthy 
companion to the treatise on McDou- 
gall-Butler Colors in Oil which has 
been circulated extensively among the 
trade. 

The varnish treatise was written by 
H. Vernon Smith, superintendent of 
the McDougall-Butler Varnish Works, 
and contains much of historical inter- 
est and practical value. 

Copies of the treatise on McDougall- 
Butler Varnishes may be had upon re- 
quest. 


Supertron Mfg. Co. Moves 
into Larger Quarters 


The Supertron Mfg. Co. is moving 
into its new plant at 222-228 Washing- 
ton Street, Hoboken, N. J. The entire 
plant and offices will occupy 20,000 
square feet. New and additional ma- 
chinery in these quarters will give 
Supertron an output of 10,000 tubes 
daily, it is said. ' 


Henry M. Sanders Dead, Was 
Hardware Man 35 Years 
and Active in Association 


Henry M. Sanders, president H. M. 
Sanders Hardware Co., 27-29 Stuart 
St., Boston, died Saturday, June 27, 
at his home in Dorchester following an 
illness extending over a period of about 
two months. Mr. Sanders started his 
hardware business some _ thirty-five 
years ago, and was one of the best 
known in the business, having been 
president of the New England Hard- 
ware Dealers’ Association and a mem- 
ber of its advisory board. In addition, 
he was a director of the Citizens’ Na- 
tional Bank of Boston; president Win- 
chester Stores Association of Boston; 
and national councilor United States 
Chamber of Commerce. He was a 
member of many clubs and organiza- 
tions. Mr. Sanders was born in Wal- 
doboro, Me., Nov. 13, 1861. He removed 
to Boston in 1879. 








Tires Up 10-15 Per Cent; 
Tubes Advance 30-35 
Per Cent 


Prices on all rubber goods are being 
advanced. At press time newspaper 
reports stated that tires had been ad- 
vanced 10 to 15 per cent and that air 
tubes had been advanced 30 to 35 per 
cent. The B. F. Goodrich Co., Kelly 
Springfield Co., Goodyear Tire & Rub- 
ber Co. and U. S. Rubber Co. were 
mentioned as the first four firms to 
put these advances into effect. Other 
companies are expected to follow 
promptly. , 

Rubber sheeting and other rubberized 
fabrics have been advancing and prod- 
ucts made entirely of rubber have been 
advanced 20 to 35 per cent. 


Max Durst Now Operates 
Keystone Brass Co. 


Max Durst has severed his connec- 
tion with the Durst Mfg. Co., New 
York City, and is now operating the 
Keystone Brass Co., 826 Arch St., Phil- 
adelphia, Pa. The Keystone Brass Co.’s 
line includes rubber sundries, plumbing 
specialties, etc. Mr. Durst was with 
the Durst Mfg. Co. for 15 years. 


Wolper and Everly Join 
Mohawk Electric Corp. Staff 


Harry P. Wolper has joined the 
sales staff of the Mohawk Electric 
Corporation, Chicago, Ill. W. A. Everly 
has also joined the organization to rep- 
resent the company in Iowa and Ne- 
braska. Both men were formerly in the 
phonograph business. 


Novel Advertising Roadsters 
for Witt Cornice Salesmen 


Salesmen of the Witt Cornice Co., 
Cincinnati, Ohio, have been equipped 
with special roadster automobiles, 
which bear’ on the back a giant size 
reproduction of a Witt ash can. The 
large can has a hinged door so that 
the salesman may carry baggage and 
other equipment necessary for his con- 
venience. The company has already 
equipped several. 


Prentiss Vise Co. Buys 
H. Cheney Hammer Corp. 


The Prentiss Vise Co., 110 Lafayette 
St., New York City, has completely 
purchased Henry Cheney Hammer 
Corp., Little Falls, N. Y. The plant 
of the latter will continue to operate 
with practically the same personnel. 
Cheney hammers will be sold through 
the Prentiss Vise Co., and the hammer 
plant will be operated as the Cheney 
— Division of the Prentiss Vise 

oO. 
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C. B. Veit, Transferred 
to N. Y.—N. J. Territory 


Charles B. Veit, salesman with the 
Yale & Towne Mfg. Co., Stamford, 
Conn., has been transferred from the 
Connecticut territory which he covered 
for 17 years, and will hereafter travel 
in New York and New Jersey. Mr. 
Veit is first vice-president of the Nut- 
meggers, an organization consisting of 
hardware salesmen who cover the Con- 
necticut territory. 

Harold S. Pierson succeeds Mr. Veit 
in the New England territory for this 
firm, and has recently joined the Nut- 
meg gers. 





Air Pressure Card Distributed 
by Columbia Tire & 
Rubber Co. 


The Columbia Tire & Rubber Co., 
Mansfield, Ohio, has recently issued a 
useful card upon which is printed an 
air pressure schedule for balloon tires. 
This should be very useful to dealers, 
as well as motorists. 


Pittsburgh R. H. D. Ass’n 
Opposes Partial Payment 
Paint Plant 


The Pittsburgh Retail Hardware 
Dealers’ Association unanimously re- 
fused to indorse the partial payment 
paint plan at a regular meeting held 
June 19 at the General Forbes Hotel, 
Pittsburgh, Pa. In a discussion it was 
maintained that the rate of interest is 
excessive, and that encouragement of 
the plan would hurt the sale of ready 
mixed paints. 





Number of Jobbers Restricted 
by Music Master Corp. 


Walter L. Eckhardt, president, Music 
Master Corporation, Philadelphia, Pa., 
announced recently that this company 
had cut down its number of jobbers 
from 350 to 210, and that Music Master 
products will eventually be distributed 
to only 100 jobbers. This move is made, 
it is said, in the belief that restricted 
or limited jobbing channels will be a 
big factor in stabilizing the distribu- 
tion and retailing of radio equipment. 





Brooklyn Boys Win Awards 
for Economic Essays 


Aaron Scherwin of Brooklyn, N. Y.., 
was the winner of the first prize of 
$500 recently awarded by Alvan T. 
Simonds, president of the Simonds Saw 
and Steel Co., manufacturers of saws 
and other tools, Fitchburg, Mass., in 
the contest for the best essay on the 
subject, “Sharing Our National In- 
come,” open to high school and normal 








school pupils in the United States and 
Canada. The second prize was won by 
Benjamin Grossman of Brooklyn, N. Y. 

The prizes were offered by Mr. 
Simonds in an effort to stimulate an 
interest in the study of economics on 
the part of those who will help in- 
fluence the thinking of the coming gen- 
eration. A similar contest was held 
last year, and the year previous. 





Catalog Shows Juvenile Ve- 
hicles Playground Equip- 
ment, Etc. 


The Hill-Standard Co., Anderson, 
Ind., manufacturers of Irish Mails, 
playground equipment and _ Rol-Rite 
Metal Wheels, has issued three new 
illustrated catalogs. These are No. 24, 
on the Irish Mail, sidewalk scooters, 
and kindred juvenile vehicles; Bulletin 
No. 3, on all types of water slides, and 
catalog No. 7, on the company’s full 
line of playground equipment. 





New Jobbing House Formed 
in Chicago 


S. A. Silverberg, Sol Cohen and R. 
Kite, all of Chicago, have filed articles 
of incorporation for the purpose of 
“buying, selling and dealing in hard- 
ware, tools, implements, auto supplies 
and building materials, both at whole- 
sale and retail.” The new firm will be 
known as the Chicago Wholesale Hard- 
ware and Jobbing Co., and is capital- 
ized at $40,000. 





Wayne Hdwe. Co. Appointed 
Osborn Brush Distributors 


The Wayne Hardware Co., Fort 
Wayne, Ind., is an authorized distrib- 
utor for the Osborn Mfg. Co., Cleve- 
land, Ohio, manufacturers of Osborn 
Blue Handle household and personal 
use brushes. 


Alvord-Polk Tool Co. Formed 


Effective July 1, the manufacture 
and sale of the products of the Alvord 
Reamer & Tool Co. and the A. J. Polk 
& Son Co., both of Millersburg, Pa., 
will be directed by the newly formed 
Alvord-Polk Tool Co. of that city. 





Nutmeggers Outing Will Not 


Be at East Haddam 


The first annual outing of the Nut- 


meggers will not be held at East Had-, 


dam, Conn., as previously announced, 
and Secretary Linford C. White ex- 
pects to announce shortly just when 
and where the big time will be held. 
Watch these pages for further infor- 
mation. 














Brandes Products Corp. Will 
Distribute as Well as Pro- 
duce Brandes Radio Items 


For some time past the radio appa- 
ratus C. Brandes, Inc., has been fur- 
nishing its customers has been manu- 
factured by its chief manufacturing 
subsidiary, Brandes Products Corpora- 
tion, of Newark, N. J. In order to 
simplify the marketing of its products 
it has seemed advisable to change this 
method of distribution so that orders 
from its customers shall be made direct 
to Brandes Products Corporation and 
that when the same are filled they will 
be billed direct by the latter. After 
July ist, next, therefore, C. Brandes, 
Inc., will act merely as a holding com- 
pany for its several domestic and for- 
eign subsidiary corporations but, inas- 
much as_the respective officers in all 
of these companies are the same, its 
merchandising policy will not be affect- 
ed by the proposed change. 





Carter Radio Co. Moves 
into Larger Quarters 


On May the 21st the Carter Radio 
Co. moved their offices from the 18th 
and 19th floors of the Republic Build- 
ing, to new and enlarged offices and 
factory space at 300 South Racine Ave- 
nue, Chicago. 

The increased business of last season 
together with the prospects for a very 
much larger business for the coming 
season, made this move essential in 
order to give efficient service to their 
many customers, the company states. 





Pittsburgh Office Established 
by National Carbon Co. 


The National Carbon Co., Long Island 
City, N. Y., has established a new dis- 
trict sales office and warehouse at 600 
Second Ave., Pittsburgh, Pa., where a 
complete stock of Evereasy flashlights, 
radio batteries, miniature lamps, auto- 
motive brushes and Columbia Ever 
Ready dry cells. 

The new office and district will be 
under the direction of W. H. Haile, 
district manager, and R. P. Tolles, as- 
sistant district manager. The territory 
covered will include Ohio, West Vir- 
ginia, eastern Kentucky, and western 
portions of New York, Pennsylvania, 
Virginia with the two most westerly 
counties in Maryland. 





Lawn Swing Catalogs Wanted 
by Marx Hardware Co. 


The Marx Hardware Co., Ine., 117 
DeSiard Street, Monroe, La., requests 
manufacturers and jobbers to send cat- 
alogs on lawn swings, marked for the 
attention of Joe Marx, Jr., president. 
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President Opposes ‘Tariff Cut to 
Help Europe Pay Her War Debts 


Chairman of Ways and Means Committee Would “Let Well Enough 
Alone’ —British Steel Makers Ask Protection 


By W. L. Crounse 


Washington, July 6, 1925. 


OTH President Coolidge and Chairman Green of the House 
Ways and Means Committee have set their faces squarely 
against any tinkering of the tariff schedules at the coming ses- 


sion of Congress. 


Amendments to the administrative provisions of 


the Fordney-McCumber act may be made, but no change in rates. 
Whether the movement now on foot looking to the repeal of the so- 
called flexible provisions of the tariff law will culminate in action re- 


mains to be seen. 


The President has intimated that he thinks it 


would be well to try out this feature of the statute for another year 
before attempting to decide its ultimate fate. 


Demand Comes from New Source 


The present move for tariff revision 
comes from an entirely new source. A 
movement has usually been launched 
by the importing interests within a 
couple of years after the enactment of 
each protective tariff law demanding 
lower rates. The domestic interests 
have promptly taken up the cudgel 
against reduction and have usually 
been able to carry their point. 

On this occasion, however, the move 
for lower tariff rates comes from Eu- 
ropean nations which owe a few billion 
dollars to the United States and which 
evidently think it would be a good plan 
to pay this debt by shipping us mer- 
chandise instead of money and provid- 
ing for its entry at very moderate rates 
of duty. This project is almost too 
diaphanous to fool a six-year-old child, 
but a number of statesmen in England, 
France and Germany have issued ex- 
tended statements advocating a general 
leveling down of our tariff fates in or- 
der that foreign nations may speedily 
discharge their obligations to Uncle 
Sam. 

A late development here has been the 
circulation of propaganda, which ap- 
pears to emanate from German manu- 
facturers, suggesting that the metal 
schedule of the Fordney-McCumber law 
is so high and is so obviously designed 
to curb importations of German wares 
as to constitute almost “an unfriendly 
act.” How can poor Germany pay her 
war debt to the Allies, it is asked, if 
the United States imposes such high 
duties upon German goods that it is 
almost impossible to send even the best 
of Germany’s wares over the customs 
barrier ? 


Does Not Fool Coolidge 


Of course this fools nobody here, 
least of all President Coolidge. The 
President has recently pointed out that 





our foreign trade has expanded stead- 
ily and that our importations have in- 
creased almost from month to month 
under the present tariff. 

If any concession is to be made to 
Europe on the score of her war debts 
it will be with respect to terms of pay- 
ment, interest rates, etc. Neither Ger- 
many nor any other country will be 
granted the assistance of a low Ameri- 
can tariff that would imperil the indus- 
tries of the United States. 

Chairman Green of the House Ways 
and Means Committee speaks even 
more plainly than President Coolidge, 
who feels the obligation of conserva- 
tism that rests upon him as occupant 
of the White House. Mr. Green says 
there is no virtue whatever in the claim 
that Europe cannot pay her debt to the 
United States until our tariff rates are 
reduced. 

In the statement in which he dis- 
cussed the recent Brussels meeting of 
the International Chamber of Com- 
merce he declares that the proceedings 
clearly show that, Europe intends to 
bring all possible pressure to bear upon 
the United States to lower its tariffs. 
Replying to the argument that Europe 
otherwise would be unable to pay its 
debts, he declared there was no sub- 
stantial foundation for the contention 
that such relief was necessary, and 
pointed to “an insistent demand in this 
country that the tariff be raised with 
respect to certain industries,” although 
there is also a demand here, “in certain 
quarters,” for downward revision of 
the tariff. 


Indirect Settlement of Trade Balances 


“Balances between two nations,” he 
asserted, “are not necessarily settled 
on the basis of the balance of trade be- 
tween them alone, for one of the two 
may have a favorable balance with a 
third nation to which the other, on the 


contrary, is indebted, and a settlement 
thus be made among the three.” 

While certain industries here are de- 
manding an advance in rates, he said, 
nothing along that line could be at- 
tempted at this time, and expressed the 
opinion that it would be practically 
impossible to revise any schedules with- 
out opening up a general revision. This, 
he thought, should be avoided. 

“It ought to be remembered,” he 
stated, “that a general revision of the 
tariff in an off year, between presiden- 
tial elections, has always proved disas- 
trous politically to the party that un- 
dertook it, with the result that it has 
lost the House at the next election. The 
present tariff has worked well, and has 
not unduly restricted our buying or 
selling, for our exports and imports 
are both more than twice the value of 
what they were before the war and in 
quantity they largely exceed the 
amount of that period. The revenue 
brought in by the present law is more 
than twice that produced by any other 
bill in normal times. Why not let well 
enough alone?” 


Do British Steel Producers Need 
Protection? 


HILE British statesmen are busy 

urging reduction of American 
tariff rates a movement is on foot 
throughout England and Scotland to 
secure protection for the British steel 
trade under the so-called Safeguarding 
of Industries Act. Representatives of 
the government recently questioned in 
the House of Commons as to whether 
a formal application had been made to 
the government looking to the imposi- 
tion of substantial duties on iron and 
steel products replied that “announce- 
ment of such an application would be 
made when it had been granted,” and 
that it was undesirable to make any 
statement before. 

Cable dispatches to the daily press 
state that this incident shows that a 
storm is brewing for the government 
on the interesting issue of protection 
versus free trade. The government has 
pledged itself not to introduce protec- 
tive measures during the life of the 
present Parliament, but it is under- 
stood that the leaders of the present 
cabinet consider that under the provi- 
sions of the Safeguarding of Industries 
Act it is necessary to impose certain 
limited import duties “to help a trade 
suffering from unfair competition in 
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foreign countries through differences in 
exchange, extraordinarily low rate of 
wages or other special conditions.” 


Steel a Basic British Industry 


London correspondents of leading 
American journals express the opinion 
that it is quite possible that the British 
steel trade, which is described as “ter- 
ribly depressed,” can “make a logical 
case for aid under the act, but there is 
a real distinction between a great 
staple industry like steel and smaller 
industries like optical glass manufac- 
turing, lace making, etc.” Of course, 
it is realized that steel manufacture is 
one of the chief industries of Great 
Britain. 

Steel is the raw material of scores of 
trades in such important industries as 
shipbuilding, railroading and even in 
modern house construction. Almost 
the whole fabric of British industrial 
life would find its costs of production 
greatly increased if a tariff were im- 
posed on steel products in such a way 
as to permit British manufacturers to 
raise their prices. 


To Bring Farmer and Business Man 
Together 


M ETHODS by which the farmer and 
the business man of the Northwest 
can cooperate for their mutual advan- 
tage in the solution of common prob- 
lems relating to agriculture will be dis- 
cussed at a meeting of representatives 
of chambers and associations of com- 
merce to be held at Portland, Ore., July 
17 and 18, under the auspices of the 
Agricultural Bureau of the Chamber of 
Commerce of the United States. 

The meeting will be the second of its 
kind to be held for the purpose of con- 
sidering regional agricultural problems 
from the common viewpoint of business 
and the farm. The first, held at Kan- 
sas City last April, included eight 
States of the Middle Western and 
Southwestern sections of the country. 
The Portland conference, called at the 
suggestion of W. D. B. Dodson, general 
manager of the Portland Chamber of 
Commerce, and E. E. Faville, chairman 
of the agricultural and marketing com- 
mittees of the Portland chamber, will 
be composed of representatives of com- 
mercial organizations of the States of 
Idaho, Montana, Oregon and Washing- 
ton, many of whom will be farmers. 

The general purpose of the Portland 
conference is more specifically stated 
in a memorandum prepared by the 
Agricultural Bureau of the National 
Chamber. “National agricultural prob- 
lems,” it says, “are made up of many 
local agricultural problems. The more 
energetically the latter are attacked, 
the sooner will the former approach the 
point of solution. The task of clearing 
up these local problems rests not with 
any one group of interests but with all. 
For the interdependence of agriculture 
and other industries is a fundamental 
truth. 


Teamwork Advantageous to Both 


“More and more are agriculture and 
all other branches of industry realizing 
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that they can work together for mutual 
benefit. The prerequisite of successful 
teamwork of this character is a 
thorough understanding among these 
groups of one another’s problems. That 
understanding best can be reached 
through informal, personal contacts. 


“Commercial organizations have 
taken the initiative in developing such 
contacts and are meeting agriculture 
on a common ground. As represented 
by chambers and associations of com- 
merce, this group is becoming most 
active in the task of hastening the day 
when this mutual understanding will be 
an accomplishment. Such organizations 
are setting up agricultural committees 
and bureaus through which to program 
their work. 

“The Portland conference has _ been 
called to bring together from the States 
of Idaho, Montana, Oregon and Wash- 
ington representatives of commercial 
organizations who there will discuss 
their local problems and how these 
have been met; their mistakes and how 
possibly these might have been avoided. 
Through such a conference ideas are 
crystallized and there is developed a 
consciousness of unity of purpose. A 
similar conference held in Kansas City 
in April demonstrated how much of 
practical value a meeting of this sort 
can accomplish.” 


T is evident that the majority 

of the Federal Trade Commission 
are disposed to use the soft pedal in 
making pronouncement against jobbing 
concerns which have been made the 
subjects of complaints that they have 
guaranteed their distributors against 
price declines. This will be good news 
to merchants everywhere, although the 
opinion has been quite uniform among 
the best lawyers that the commission 
could not make a good case based solely 
on the practice referred to. 


In the case of the complaint against 
the Michigan Wholesale Grocers’ Asso- 
ciation, charged with guaranteeing re- 
tail customers against price declines, 
the commission after a careful investi- 
gation dismissed the charges. There- 
upon Commissioners Thompson and 
Nugent, sometimes referred to as the 
bolshevist members of the commission, 
issued an elaborate dissenting opinion 
in which they violated the rules of the 
commission by giving all the facts, and 
wound up with an attack on the ma- 
jority on the ground that it was en- 
couraging “blacklisting and boycotting 
agencies.” 


Can’t Enjoin “Dangerous Tendencies” 


The majority members of the com- 
mission resented this attack warmly 
and in defense of their position have 
made a brief statement couched in 
plain, unvarnished language, that he 
who runs may read. Referring to the 
allegations that the officers of the as- 
sociation attempted to coerce manufac- 
turers into guaranteeing against price 
decline, Messrs. Van Fleet, Hunt and 
Humphrey say: 
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“The complaint charged the respon- 
dents with doing these things and the 
proof showed that they did not do these 
things. And yet the minority dissents! 
In fact, the minority does not claim 
that the complaint was proved, but 
thinks the commission should issue an 
order against the respondents to ‘cease 
and desist’ something they never did, 
because in their opinion there was a 
‘dangerous tendency’ on the part of re- 
spondents to do it. The idea seems to 
be to order them to cease and desist 
from ever thinking of doing any such 
thing. In the opinion of the majority 
the jurisdiction of the commission is 
not so broad.” 


“Ruff Stuff’ Sandpaper 
Display Case 


HE Wausau Abrasives Company, 

Wausau, Wis., has designed and is 

distributing the sandpaper display 
case, here illustrated. 

This case, which is intended for a 
place on the counter in retail stores is 
attractively lithographed in colors. It 
contains eight pockets, spaced so as to 
hold from % to 4 reams each, of eight 
different grits of sandpaper, or a total 
of 20 quires. 

The case is about 12 inches wide with 
other dimensions in proportion; the 
pockets being of such dimensions as to 
hold standard sizes of sandpaper. The 
head-board is hinged for convenience 
in packing, and shipping in individual 
corrugated paper cartons. Accompany- 
ing each case is a circular, telling how 
to fill it, and a gummed price card on 
the back of the head-board on which 
the dealer enters the retail selling price 
per sheet and per quire, of the various 
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“Rutt Stalk ‘2 


The Sandpaper that Setishes 


The sheets lie flat 
The grits are sharp 
The surface is uniform 
hits paper omen 
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Retailers are welcoming this case be- 
cause it is said not only to stimulate 
the sale of sandpaper but also to give 
them a safe and convenient place for 
carrying stock, One jobber expressed 
the opinion that the use of the case 
will save his customers a loss from 
20 to 50 per cent in their sandpaper. 
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Crop Outlook Is Basis for 
Active Fall Prediction— 
Rural Trade Very Lively 


HROUGHOUT the country the crop outlook is very en- 
couraging. Hardware men predict lively fall business on a 


probable profit for good crops. 


Rural business leads both 


suburban and city trade, the last being the poorest of the three 


classifications. 


As far as wholesalers are concerned, the bulk of spring busi- 
ness has been written and delivered. Subsequent trade will be 
in the nature of fill-in and special pick-up demand. Shortages 
are being felt on garden hose, sprinklers and kindred lines. 


Collections are about the same. 


a moderate way. 


Staple items are moving in 





Some Staple Lines Lower in 
Boston Market 


Quite a few changes were made in 
hardware values the past week, some 
of them dealing with staple articles. 
For instance wire nails, barbed wire 
and galvanized fence staples have been 
cut 10c. a 100 Ib. in price, while ma- 
nila rope has depreciated 2c. a lb. and 
at least one New England line of 
builders’ hardware has been reduced 
approximately 10 per cent. In addi- 
tion, cold rolled steel is off about $4 
a ton, and quite a sizable drop has 
transpired in mixed stable brooms. 
The most important advances in prices 
are 10 per cent in tire bolts and as 
much in oil duck. 


Some Declines Announced in 
Chicago Market 


While the demand for seasonable 
merchandise and some staples has con- 
tinued to be satisfactorily active, there 
has been a dropping off of prices of 
several commodities. Rope, steel sheets, 
linseed oil, turpentine and white lead 
all show reductions. 

Construction activities continue and 
materials of all kinds are in heavy de- 
mand. Roofing took a decided advance 
in jobbers’ prices following the advance 
by manufacturers reported a couple of 
weeks ago. 


Rubber Products Advancing 
in Pittsburgh Area 


Continued flight of crude _ rubber 
prices makes for constant withdrawals 
of prices of rubber products which 
usually are followed by advances to 
keep pace with cost of raw rubber 
which since the first of May has dou- 
bled in price. Tire manufacturers 














effective June 27 withdrew prices an- 
nounced June 7, and some of them al- 
ready have announced a further ad- 
vance of 10 per cent in tires and 15 
per cent in tubes. Bicycle tire tape 
has been marked up 5c. a Ib. and large- 
ly because of the price of the rubber 
market advances of from $2 to $6 a 
doz. have been announced in wringers. 
Rope prices have been reduced 2c. a lb. 
effective July 1, the new quotations to 
rule for the next 60 days. Advance 
information on 1926 lawn-mower prices 
indicates a reaffirmation of 1925 prices. 
Hardware business in the Pittsburgh 
area is good for the time of the year. 


Crop Reports Favorable in 
Northwest Territory 


Improvement in the Northwest in 
territory tributary to the Twin Cities, 
as far as general business is concerned, 
is estimated at from fifteen to twenty 
per cent over that of last year. This 
applies particularly to the territory 
outside of the larger cities, where con- 
ditions have not shown a very large 
increase over the previous year’s busi- 
ness. 


Few Price Changes Reported 
by New York Trade 


Price information is very scarce in 
the New York market. Raw linseed oil 
declined 6c. per gal. and boiled linseed 
oil advanced lc. per gal. on June 30. 
Sisal rope, jute and india hemp twine 
are still quoted at the old prices. Slate 
surface roofing has been advanced 10c. 
per roll in this market, and jobbers re- 
port at press time an extva 10 is avail- 
able on wire brads and other package 
nails. Various rubber products conti- 
nue to advance consistent with the ris- 
ing crude rubber market. 








Strong Tendency Toward 
Stabilization in General 
Business Situation 


“The general business situation at 
mid-year shows a _ strong’ tendency 
toward stabilization,” says the Guar- 
anty Survey, which continues: 

“The culmination of an upward 
swing in production and the volume 
of business activity as a whole was 
reached early this year at levels com- 
parable to the high points reached in 
the first quarter of 1924. But in con- 
trast to the sharp decline of activity 
which brought mid-summer business in 
1924 to the lowest levels reached since 
the spring of 1922, the recession this 
year was halted in April. Further 
declines in production in May, with 
distribution remaining active, have ap- 
parently brought a nearer approach to 
equilibrium. 

“In some lines of production the 
usual seasonal slackening is now ap- 
parent. Inventories, however, are in 
most cases conservative; involuntary 
unemployment is low; and a high rate 
of consumption in general is main- 
tained, in contrast to the decline a 
year ago. The country’s foreign trade 
in the first five months of the year 
shows important gains over that for 
the corresponding months of 1924. 
Interest rates continue easy, and there 
is likelihood of only a moderate ad- 
vance, if any, with the passing of the 
summer slackness in credit demands. 

“Activity in retail trade is well sus- 
tained. Freight car loadings remain 
well above the corresponding figures 
of last year, although traffic as meas- 
ured by ton mileage in the first four 
months of the year showed a corre- 
sponding increase of less than one per 
cent. 

“Commodity price averages have 
been more stable in recent weeks. The 
Bureau of Labor Statistics’ index of 
wholesale prices declined one point in 
May, as compared with a drop of five 
points in April. Bradstreet’s and 
Dun’s indexes each advanced in May 
for the first time since their downturn 
early this year.” 


Cleveland Trade Confined to 
Staple Hardware 


Business with Cleveland jobbers is 
fair although it is now confined mostly 
to staple lines. Retailers have been 
enjoying good business but their sales 
have fallen off somewhat which is at- 
tributed to weather conditions. General 
conditions in the industrial centers are 
good. The wheat and hay crop is light 
in some sections and this appears to be 
affecting some of the country mer- 
chants. Few price changes are report- 
ed. Collections are not as good as 
they have been. 
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Weather Hampers Sales in New England— 


Outlook Is Favorable for Summer Business 


(Boston office of HARDWARB AGE) 


r NRADE reports for the past week are not quite as 
encouraging as some of the recent ones. 
conditions have been decidedly against active public 

buying of those things needed at this time of the year, 

and that fact has been reflected to some extent in the 
movement of goods out of jobbers’ hands. 
in jobbing house sales, however, is not as pronounced as 
in retail because in a great many instances retail dealers 
have taken advantage of the lull to go over vacation needs 

Toward the close of last week, how- 

ever, bright skies prevailed, and these tended to draw 

out the dollars and cents from the public pocketbook. 

Temperatures were fairly low for this season of the year, 

otherwise retail sales would have been fully as large as 


and to place orders. 


heretofore. 


Another dampening influence on the general situation 


BARBED WIRE.—Jobbers have _ re- 
duced prices on barbed wire 10 cents 
per 100 lb. to conform with the new 
lists recently issued by mills. 


We quote from Boston jobbers’ 
lists: 
Barbed Wire.—From mill, 4-point, 


Lyman, in car lots, $3.40 per 100 Ib.; 
in less than car lots, $3.65. Two-ply, 
twisted, galvanized, in car lots, $3.40 
per 100 Ib.; in less than car lots, $3.65. 


BOLTS AND NUTS.—tThe local mar- 
ket on tire bolts is now 40 per cent 
discount, whereas heretofore it was 45 
per cent. Bolt quotations otherwise 
and those on nuts remain unchanged. 
The demand for such merchandise is 
fair. 


We 
stocks: 

Bolts.—Machine, square head, H. P. 
nuts, 40 and 5 per cent discount; 
square head, C and T square nuts, 
35 per cent discount; bolt ends, 40 per 
cent discount; tap bolts, list plus 20; 
common carriage bolts, 30 and 10 per 
cent discount; tire bolts, 40 per cent 


quote from Boston jobbers’ 


discount. 

Nuts.—H. P., square and hexagon 
and C.P. C. & T., square and hexa- 
gon, less lc. per Il1b.; others, list; 


Semi-finished hexagon nuts, ,-in. 
and smaller, 60 and 10 per cent dis- 
count; larger, 50 and 10 per cent dis- 
count; finished case hardened nuts, 
50 per cent discount. 
BROOMS.—Mixed stable brooms have 
been reduced 62 cents per doz. by the 
jobbing trade, making a total drop of 
$1.12 since the first of the year. 


We from Boston jobbers’ 
stocks: 
Stable Brooms.—Mixed, No. 8, $9.38 


per doz. net. 

BUILDERS’ HARDWARE.—One of 
the leading New England manufac- 
turers of builders’ hardware is out with 
new lists which show a reduction in 
prices amounting to about 10 per cent. 
While the volume of merchandise mov- 
ing out of jobbers’ stocks holds up 
fairly well, it is considerably less than 
it was a few weeks ago. 

CAMP STOVES.—With the opening of 


the vacation season has come an im- 
proved demand for camp stoves. Sales 


quote 





Weather 


The decrease 


accounts, 
sales. 


so far this season are considerably 
ahead of those for the corresponding 
period last year. 
We quote from Boston jobbers’ 
stocks: 
Camp Stoves.—No. 2, 
net; No. 9, $6.25. 
CORN CUTTERS.—Continued good re- 
ports are had from jobbers regarding 
the call for corn cutters. The New 
England corn crops, both sweet and 
fodder, are about a week ahead of last 
year. 


$8.50 each 


We quote from Boston jobbers’ 
stocks: 
Corn Cutters.—Vermont, $3 a doz. 


net; Wallingford, spring steel, $5.35; 
Brooks, corrugated, $4. 

DUCK.—Oil duck is now quoted at 

40 per cent discount by the jobbing 

trade, contrasted with 35 per cent here- 

tofore. Higher costs for raw ma- 

terials account for the advance in 


prices. 


FLASHLIGHTS.—-Many retailers re- 
port an improved demand for flash- 
lights, and even better business is 
anticipated during July and August, 
when the great mass of workers will 
be on vacation. 

We quote from Boston jobbers’ 
stocks: 

Cases.—Without batteries, 
more assortments to the unit 
2612, 97c. each net; No. 2619, ‘$1. et 
No. 2637, $1.65; No. 2672, $1. 79; No. 
2694, $2.50. 

Batteries. —Six or more assortments 
to unit package, No. 935, 8%c. each 


a No. 


net; No. 950, 9%c. Tungsten, No. 705, 
2814c. each net; No. 790, 19%c.; No. 
791, 17c.; No. 700, 17c.; No. 708, 22c.; 
No. 750, 17c. 


FLY PAPER, RIBBON AND SPRAYS. 
—Active newspaper advertising by 
some of the manufacturers of fly 
sprays has speeded up sales of such 
merchandise, and there is quite an im- 
provement in the call for fly paper and 
ribbons. 


We 
stocks: 

Fly Paper.—Improved, handy, $1.10 
per carton; in five carton lots (case), 
$5 per case. 


quote from Boston jobbers’ 


might be expected at this time of the year. 
hand the heavy hardware business appears to be gather- 
ing momentum slowly. Competition for business in heavy 
hardware is exceptionally keen. 

















has been the closing of numerous mills throughout New 
England and the reduction of working schedules in other 
fabricating factories. 
dealer has been a little more cautious than ever in mak- 
ing purchases in the wholesale market. 
vails at most points, however, and it is confidently felt 
by the retail trade at large as well as by the leading 
jobbing houses that business the last half of 1925 will be 
better than it was during the first six months. 
tions are better, yet there still remain some very slow 
which necessitate discrimination 
The mill supply business continues spotty, as 


Naturally the mill town retail 


Optimism pre- 


Collec- 
in jobbing 


On the other 


Ribboén.—Tanglefoot, $1 per carton; 
case lots, four cartons, $3.30 per case. 
Sprays.—Half pints, $4 per doz.; 
pints, $6; quarts, $10; gallons, $32. 
Sprayers.—Half pints, $280 per doz. 
Swatters.—Favorite, cord bound, $6 
All prices 


per gross; Sure-Hit, $6. 50. 

are net. 
FREEZERS.—Each day sees an in- 
crease in the number of ice cream 


freezers moving out of jobbers’ stocks. 
Demand covers a wide range of sizes, 
but small ones perhaps are more active 
than medium sized and large kinds. 


We quote from soston jobbers’ 
stocks: 

F reezers.— White Mountain, 1-qat., 
$4.85 list; 2-qt., $5.65; 3-qt., $6.75; 
4-qt., $8. 25; 6-qt., $10.45; 8-qt., $13.50; 
10-qt., $18; 12-qt., $21.50; 15-qt., $25; 
20-qt., $33.20; 25-qt., $42.60. 

Arctic, l1-qt., $4 list; 2-qt., $4.60; 
3-qt., $5.55; 4-qt., $6. 80; 6-qt., $8.66; 
8-qt., $11.10; 10- -qt., $14. 80; 12-qt., 
$16.65; 15-qt., $23.30; 20-qt., $30. 

Jobbers’ discount, 50 per cent from 
store or factory. 

Alaska, 1-qt., $2.95 list; 2-qt., $3.45; 
3-qt, $4.10; 4-qt., $5; 6-qt., $6.30: 
8-qt., $8.20; 10- ~ $10.75; 12-qt., $14; 
15-at., $17. Disc ount, 20 and 10 per 
cent. Alaska special, '2-qt. only, $2.25 


less one-third off 

Auto Vacuum, 
$6; 3-qt., se 4-qt., 
3314 per cent 


HAYING TOOLS.— Satisfactory dis- 
tribution of haying tools is noted by 
the wholesale shelf hardware trade. 
There is every indication that jobbers’ 
stocks will clean up well this year. 
The rain of the past week did a great 
deal for the New England hay crop. 


We quote from Boston jobbers’ 
stocks: 

Haying Tools.—Hand rakes, 
bow, two bows, $6.90 per doz. net; 
steel bow, $7.15. Lawn rakes, wood 
bow, three bows, $8.75; steel bow, $9. 
Drag rakes, $17. 

Scythes.—Little Giant, 28 to 32-in.; 
30 to 36-in., 34 to 38-in., 36 to 40-in., 
$16 per doz. Bramble, $16.50. 
Brush, $16.50. 

Snaths.—Ash, $14.50 per doz. 
cherry, $16.75; brush, 6. 

Scythe Stones.— Round English, 
$2.25 per doz. net; Star, $1.35; West 
End red, $1.10. Green Mountain, 4 
per gross; Black Diamond, No. 
$15. 20. Chocolate, No. 1, $1. 70 -.. 
doz.; Carborundate, No. 188, $1.95; 
No. 190, $1.95; No. 191, $2.34. 


1-qt., $5 list; 2-qt., 
$10. Discount. 


wood 


net. 


net; 
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IRON AND STEEL.—Jobbing quota- 
tions on cold rolled steel have been 
reduced something like $4 a ton. Iron 
and steel prices otherwise remain as 
heretofore. 


We quote from Boston jobbers’ 
stocks: 

Steel.—Soft steel bars, $3.25% per 
100-lb. base; flats, $4.15; plain con- 
crete bars, $3.26%4; deformed con- 
crete bars, $3.26%; tire steel, $4.50 to 
$4.75; open-hearth spring steel, $5 
and $10; crucible spring steel, 
bands, $4.01% to $5; hoops, $5.50 to 
$6; half rounds, $4.90; ovals, $4.90; 
hexagons, $3.26%; cold rolled steel, 
$3.95 to $4.45; toe calk steel, $6; 
structurals, angles and beams, 
$3.3614; plates, $3.36% to $3.59. 

lron.—Refined, iron bars, $3.26%; 
best refined, $4.60; Wayne, $5.50: 
Norway iron rounds, $6.60; squares 
and flats, $7.10. 

Differentials.—Quality, lots of less 
than 1000 lb. of a size, 50c. per 100 
Ib. extra; lots of 1000 to 1999 Ib., 20c. 
extra, 


KEGS.—Kegs are selling all the time 
for immediate shipment, but the bulk 
of the buying is for delivery a little 
later in the season. 

We quote from Boston jobbers’ 





stocks: 
Cider Kegs.—Oak, red, ms gal., $1.50 
each net; 10-gal., $1.8 . 15- gal., 
$2.10; 20- gal., $2. 50: 25- ont. $2.75; 
30- gal., $3; 50-gal., $4. White. 5-gal., 
$1.60; 10- gal., $2; 15-gal., $2.30; 20- 
gal., $2.60; 25- ‘gal., $2.90; 30-gal., $3.20; 
50- gal., $4 4.25. 
LAMPS.—The opening of summer 


camps and country and beach houses 
has resulted in quite a noticeable in- 
crease in the call for gasoline lamps. 
One local jobbing house says it expects 
to do the largest business in these 
lamps in its history. 
We 
stocks 


Lamps. —Gasoline, opal shade, $6.25 
each net: tan tinted shade, $7; green 
tinted shade, $7; half frosted globe, 
$6.50; Flemish brass fringe, $9; an- 
tique gold, $9.25; bracket lamp, $6.75; 
Je Luxe, $14. 


LANTERNS.—The demand for gaso- 
line lanterns likewise is on the increase, 
with sales well in excess of those for 
1924. 


quote from Boston jobbers’ 


We quote from Boston jobbers’ 
stocks: 

Lanterns.—Gasoline, No. L327, $5.25 
each net; No. L427, $6; poultry ‘house 


lantern, $7.50. 


LAWN ACCESSORIES.—Although the 
peak of retail buying of lawn acces- 
sories has undoubtedly passed, there 
nevertheless is a brisk demand for hose 
and some of the other items. The 
present year will go down in local lawn- 
mower history as one of the most 
active on record. 


We from Boston jobbers’ 
stocks: 


Lawn Mowers.—Jewel, 14-in., 
each list; 16-in., $15. Colonel, 
$18; 18-in., $18.75. Newport, 16-in., 
$17; 18-in., $17.75; Lakewood, 16-in., 
$19.75; 18-in., $20.50. Ambassador, 16- 
in., $24; 18-in., $25. Imperial, 14-in., 
16-in., $32; 18-in., $34; 20-in., ($36. 
16-in., 36; 18-in., $38. Dis- 
count 50 per cent. Competitive, 14-in., 
$5.50 each net; 16-in., $5.75; 18-in., 
$6.10; 12-in., $5.15. 

Lawn Trimmers. — Popular makes 
$15 each list. Discount, 50 per cent. 

Factory Shipment.—On direct fac- 
tory shipments up to 30c. freight on 
ten or more machines is allowed. 

Lawn Roller.—Water weighted, 18- 
in. diameter x 24 in. long, $13.34 each 
net; 24-in. diameter x 24 in. long., 
$15.34. 

Sprinklers.—Lawn, fountain, $6 per 
doz. net; fountain, half circle, $5.50. 


quote 


$14.25 
16-in., 


Rain King, $2.34 each net. 
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Lawn Rakes.— Wood, three-bow, 
$8.75 per doz. net; steel, $9. Two- 
bow, wood, $6.90; steel, $7.15. Hand 
made rakes, three steel bows, 28 
teeth, $10 per doz. net. 
Hose.—Garden B & D, %-in., 9c. 


per ft. net; %-in., 10c.; %-in., 10%c 
Reading, %-in., 74c.; -in., 7%4c.; 
4-in., 8%c. Bull Dog, %-in., 13c 
Good "Luck, 54-in., 10c. Milo, %-in., 
11%c. Vim, %-in., 8%c.; %-in., 
914c.; %-in., 10%c.; Pixon, %-in., 
7Tigec.; %-in., 8%c.; %-in., 9c. 


MARINE HARDWARE.—Brisk busi- 
ness is reported in marine hardware, 
according to retail and jobbing houses. 
In speaking of the market, the Thomas 
Laughlin Co., Portland, Me., says: 

“We believe the prospects of busi- 
ness are good—no boom—nothing start- 
ling, but a slow and steady advance 
unless some world condition should 
develop to disturb the present feeling 
that we are well on the way to a 
return to a normal status. The tend- 
ency of prices in the marine line has 
been downward, but is now limited to 
whatever little economies and savings 
can be made in the cost of manufacture. 
The trade is ordering a little more 
freely than for several years past, evi- 
dently to meet increased demands. The 
general situation appears to be sound 
and hopeful.” 


NAILS.—In common with other wire 
mill products, nails have been reduced 
10 cents per 100 lb. by the jobbing 
trade. 


We 
stocks: 

Nails.—Wire, from store, $3.70 per 
keg base: from mill, in car lots, $2.70 
per keg base: in less than car lots, 
$2.95. Cement coated, in count kegs, 
from mill, in car lots, $2.40 per keg 
base f.o.b. Pittsburgh; in less than 
car lots, $2.65, from store, $4.60 per 
keg base. Cut nails, from store, $4.25 
per keg base. Hardened steel floor, 
direct shipments, $8.10 per keg base. 
Western cut nails, direct shipments, 
in car lots, $3.60 per keg base f.o.b 
Pittsburgh; in less than car lots, 
$3.75. Tremont cut nails, direct ship- 


quote from Boston jobbers’ 


ments, $3.95 per keg base, f.o.b. 
Wareham, Mass.: hardened steel 
floor nails, direct shipments, $7.60 


f.o.b. Wareham. Cement coated nails, 
from store, boxed, $4.60 base. Fac- 
tory shipments, in count kegs, car 
lots $2.50 base; in less than car lots, 
$2.30, f.0.b. Pittsburgh. 
POTATO DIGGERS.—More , potato 
diggers have been sold the past week 
by wholesale houses. 


We quote from’ Boston 
stocks: 

Potato Diggers.—Five oval prong; 
goose neck, $11.55 per doz. net; bent 
head, $11.70; six oval prong goose 
neck, $12.50; bent head, $12.65. 


ROPE.—The market for Manila rope 
is 2 cents a lb. lower, both in a manu- 
facturing and jobbing way. Prices on 
sisal rope have not been adjusted. 


We quote from Boston jobbers’ 
stocks: 


jobbers’ 


Rope.—Manila, 26c. per Ib., base; 
sisal rope, 20%c.; hay rope, 21c.; cot- 
ton rope, c. 

Lathe Yarn.—Sisal. C130, 20c.; D200 
21c. per Ib. 

Twine.—Hemp in %-lb balls, No. 
12, 40c. a Ib.; No. 18, 35¢c.; No. 24, 
33c.: No. 36, 32c.; No. 48, 3lc. In 


\%, -lb. balls No. 18, 37c. a Ib.; No. 24, 
86c. On reels, No. 18, 36c. a ib. Cot- 
ton marsac, three-ply, in 5-lb. sacks, 


No. 1, 62c. a Ib.; masma, No. 2, 59c.; 
jute, in %-lb. balls, 27c. cable laid, 
No. 36, 75¢c.; Wool twine, four-ply, in 
1-lb. balls, "17e. a lb.; marlin, two- 
ply, in 1-lb. lots, 24c. a Ib.; in 50-Ib. 
rolls, 27c.; three-ply, * 1-Ib. balls, 
23c. a lb.; in 2-lb. balls, 20c. 


SCREENS AND DOORS.—Quite a 
brisk demand for screens and doors is 


ae 
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noted by Boston jobbers. The average 
retail order received concerns a small 
amount of merchandise, but the trade 
is in the market frequently. Big buy- 
ers apparently covered their require- 
ments months back. 


We quote from Boston jobbers’ 
stocks: 

Screen Doors.—No. 241, 2x6, $1.66 
each, net; 2x8, $1.74; 2x10, $1. 83; 3x7, 
$1.93; No. 384, 2x6, $2. 35; 2x8, $2. 46; 
2x10, $2.58; 3x7, $2. 69; No. 457G, 2x6, 
$1. 95; 2x8, $2.08; 2x10, $2.20; 3x7, 
$2.33. - 557, 2x6, $3. 90: 2x8, $4.05; 
2x10, $4.20; 3x7, $4. 36. Combination 
screen ae and storm door, No. 80, 
2x6, $7.09; 2x8, $7.64; 2x10, $8. 04; 3x7, 


8. 55. 
Window Screens. ee “a No. 


Hummer, No. 1833, $4. 94: "No. (2433, 

$6; No. 2437, $6.50; No. 2837, $7.4 
SHEET ZINC.—Jobbing quotations on 
sheet zinc have been revised. New 
prices follow: 


We quote from Boston jobbers’ 
stocks: 
Sheet Zinc.—In 300 lb. casks, $12 
per 100 Ib. net; in ah ‘. casks, $12.25; 
in 100 Ib. casks, $12. 
STAPLES.—Along “a nails and 
barbed wire has come a reduction of 
10 cents per 100 lb. in jobbing quota- 
tions on fence staples. Revised prices 


follow: 

We quote from Boston jobbers’ 
stocks: 

Staples. — Galvanized fence, from 
stock, in full kegs, $4.80 per cwt. 
From factory, in car load lots, $3.40 
per cwt., net; in less than carload 
lots, $3.65. 


TOYS.—Jobbers say they are making 
a serious effort to interest the retail 
trade in toys for late fall delivery or 
later, but that the net results so far 
have been somewhat discouraging. 


We quote from Boston jobbers’ 
stocks: 

Play Toys.—Wolverine line, Sandy 
Andy, with engineer, No. 76, $8. 25 per 


doz. .net: No. 101, without engineer, 
$10. 30. Dumping Sandy, with engi- 
neer, $6.20. Sand crane, with engi- 
neer, No. 104, $10.30. Panama pile 
driver, with engineer, No. 54, $10, 
Busy Andy trip hammer, $4.15; 
junior, $1.95; circus, No. 27, $38.85. 


Over-and-under, " : 
and-over lift, No. 32, $16.50. Motor 


race, No. 29, $8.25. Strategy, No. 31, 
$8.25 Laundry sets, No. O, $4.15; 
No. 1, $8; No. 2, $18.50; No. 3, $27. 


Radio Rex, $15. Toy looms, No. 60, 
$3.34 each net: No. 240, $6.6 

Erector Line.—A. C. Gilbert Co.. 
with motor, No. 0, 50c. each 
list; a" 1, $1 goon No. 3, $3; No. 4, 
$5; $10, No. $25; No. 10, $50. 

RIT al on 701, $1.50 each; No. 
No. 707, $3.75; No. 765, 
$10; No. 775, $18.75. 

Chemistry.—No. 5007, $1.25 each; 
No. 5008, $3; No. 5009, $5. 50; No. 5010, 
$10. 


Magic.—No. 2001, $1; No. 2205, $3; 
No. 2206, $5. 
Puzzles.—No. 1029, 25c. each; No. 


1030, 50¢c.; No. 1031, $1. 
Electrical Sets. —No. 3003, $3 each. 
Motors.—No. P58, $1.25 each; No. 


P54, $2: No. P56, $5. 
Transformers.— No. P60C., $3.50 
each. Discount, 33% per cent. 
WINDOW GLASS.—Window glass, on 
the other hand, is attracting consider- 
able attention in the retail trade. 
Jobbers’ bookings for fall delivery to 
date are well ahead of those for the 
corresponding period last year. It is 
the general opinion among jobbers that 
retail stocks are down to narrow limits. 
We quote from Boston jobbers’ 
stocks: 
Window Glass.—Third quality, sin- 
gle B, 25 bracket, 89 per cent dis- 
count; 34 to 40 bracket, 88 per cent 


discount; larger, 87 per cent discount. 
All BB, 89 per cent discount. 
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Numerous Price Changes in Pittsburgh Market 
—Demand Continues for Seasonal Lines 


(Pittsburgh office of HARDWARE AGE) 


HILE lacking some of the snap recently noted in 

\ \ seasonal lines, there is still a rather good business 
The week has been 
rather prolific of price changes notably in rubber products, 
prices of which are constantly moving up because of the 
strength of the crude rubber market which, since May l, 
As of May 1, crude rubber 
was priced at 45c. a lb.; today it is 90c. a lb. Automobile 
tire manufacturers again have found it necessary to 
All companies have withdrawn former 
quotations and some of them have announced new prices 
which show increases over the June 6 quotation of 10 per 


in hardware in this district. 


has advanced 100 per cent. 


advance prices. 


cent in tires and 15 per cent in tubes. 


have advanced from $2 to $6 a dozen, because of the high 
cost of rubber, and in the same category is bicycle tire 


AUTOMOBILE ACCESSORIES.—The 
interesting event of the week is the 
withdrawal of prices by all manufac- 
turers of tires and tubes and an an- 
noumcement of an advance of 10 per 
cent in tires and 15 per cent in tubes 
by some of the manufacturers. Prices 
named June 6 were good only until 
June 27, business after that date to 
take the new prices. General acces- 
sories business still leaves something 
to be desired. 


Prices from jobbers’ 
Pittsburgh: 

Spark Plugs.—A. C. plugs, lots of 
less than 10, 65c. each; lots of .10 to 
49, 58c.; lots of 50 to 99, 55c.; lots of 
100 to 200, 57c.; lots of 300 or more, 
47c.; A. C. plugs, No. 1075, for Ford 
cars, lots of less than 10, 49c.; lots 
of 10 to 49, 44c.; lots of 50 to 99, 
42c.; lots of 100 to 200, 39c.; lots of 
300 or more, 37c. 

Motor Meters.—Standard makes, 
lots of less than 10, 25 per cent off 
list; lots of 10 to 19, 30 per cent off 
list; lots of 20 or more, 37 per cent 
off list. 

Horns.—Spartons, single lots, 33% 
per cent off list; $60 list and over, 
40 per cent off list; $90 list and over 
40 and 5 off list. 

Windshield Cleaners. — Trico, uni- 
versal automatic cleaners, $3. 25. each. 

Jacks.—Millers Falls, No. 145, $3.75 
each, 

Pumps.—Anthony line, $2.20 each. 


AXES.—tThere is a fair demand upon 
jobbers here, with prices holding at re- 
cent levels. 


We quote from Pittsburgh jobbers’ 
stock: First quality unhandled axes, 
base group (3 to 3% Ib. or lighter) 


stocks, f.o.b. 


single bit, $14 per doz.; double bit, 
60c. per doz. advance over base; 
$19; No. 2 group (3% to 4% Ib.) 
No. 3 group (4% to 4% Ib.) $1.20 
over base; No. 4 group (4% to 54 
Ib.) $1.80 over base, handled axes, 
base group, single bit, $18.25 per 


doz.; double bit, $23.25 per doz. 
BATTERIES.—The summer ordinarily 
is not a time of very much demand but 
considering that fact sales by jobbers 


here are rather good. There is no 
change in prices. 
Jobbers’ quotations to retailers, 
f.o.b. Pittsburgh: 
Broken: Unit 
Packages Packages 
Each Each 
err er rT $1.05 $0.97 
i Mi sge9eeeeeneneces 1.32 1.22 
Se Oe eee 1.22 1.14 
Bk NG 96 oe 8 0860-0d 000 1.40 1.30 
Ph Bb tebe vensedcees 2.62 2.44 





Clothes wringers 


tape the price of which has gone up 5c. a lb. 
reductions are noted in some styles of show cases in a list 
just issued by the Sun Show Case Co. 
tion as to 1926 lawn mower prices indicates a continuance 
of present prices. 
60-day period beginning July 1, show a cut of 2c. a lb. 
A new price list issued by the American Thermos Co. is 
said to be largely a revision of the old list and shows no 
material change in the average. 
in roofing materials are noted in a new list just issued 
by the Barrett Co. 
about collections in this district. 
are somewhat lower, and there has been no adding to the 
buying power of those engaged in the coal industry in 
which conditions still are rather depressed so far as this 


Slight 
Advance informa- 


Rope prices just announced for the 


Rather steep advances 


The report still is a little unfavorable 
Steel mill operations 


district is concerned. 
= A see ceeeeeeeeees er ye had copious rains since last accounts 
aa '39 +| and this event appears to have dulled 
No. 6 dry cells, ignition type, 29c. slightly the demand for hose. A good 
each in full packages; 30c. each for many jobbers, however, cleaned out 


broken packages. 
BOLTS, NUTS AND RIVETS.—The 
price situation in bolts and nuts still is 
very firm. Manufacturers are not get- 
ting heavy orders but are determined 
to get prices that at least cover factory 
costs and that yield some profit. 


We quote out of jobbers’ stocks as 
follows: 
Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 
riage bolts, small rolled threads, 50 
per cent off list; all sizes cut threads, 
45 per cent off list; stove bolts, 75 
per cent off list; tire bolts, 40 and 
10 per cent off list; nuts, hot pressed 
blank or tapped, 3.25c. off list: c.p.c. 
and t. blank or tapped, 3.35c. off 
list; rivets, small wagon and tinner’s, 
60 per cent off list. 
BICYCLE TIRE TAPE.—tThe price has 
gone up 5c. per lb., this being due in 
part to a strong market in crude rub- 
ber. 


CONDUCTOR PIPE.—The price of 
galvanized sheet steel conductor pipe 
has been cut slightly because of the 
decline in galvanized sheets. ‘Copper 
pipe still is firm. In both grades a 
fairly good business is being done. 


We quote out of Pittsburgh ware- 
houses: 

Galvanized sheet steel pipe, No. 28 
gage, 3-in., per 100 ft.; copper 
pipe, 2 to 5-in., 16-oz., 32 per cent 
off list on direct mill shipments and 
28 per cent off list out of jobbers’ 
stocks. 

ELECTRIC FANS.—The demand has 
abated somewhat but sales still are 
fairly large. 

Jobbers quote the Emerson line, 
250. 44, at $6 each, and No. 450 at 
GARBAGE CANS AND PAILS. — 
Movement of these lines is still de- 
scribed as good in this district. Prices 

are steady. 

Security Line Ash Cans.—No. 1, 


$2.80; No. 2, $3.25; No. 3, $3.85; 
Carbage Cans, No. 10, $2.05; Garbage 
Pails, No. 7, $1.50; No. 8, $1.60 


No. 9, $1.90; Keystone Garbage Cans, 
No. 11, $1.70; No. 12, $1.95; No. 3. 
a4 SE .25; Security Rubbish Cans, No. 30, 


GARDEN HOSE.—The district has 











their stocks pretty thoroughly while 
the demand was at its height. 


Jobbers quote in 250-ft. reels: % 
in., 8%c. to 9c. per ft.; % in., 9%ec. 
to 10c.; % in., 10%c. to 1llc.; Gem 
Spray nozzles, $6.80 a doz. 


ICE CREAM CANS.—Lively demand 
is reported in this district. The Se- 
curity line welded 20-qt. size is priced 
at $2.25 each net to retailers. 


LAWN MOWERS.— Preliminary ad- 
vices as to 1926 prices are that they 
will be the same as those for the 1925 
season. All makers, however, have not 
been heard from. 

MILK CANS.—The movement this 
summer is described as the best in sev- 
eral years. 


Prices out of jobbers’ stocks follow: 
Security line: (sunken covers) Cleve- 
land, No. 620, $3.60 each; No. 732, 
$4.15; No. 740, $4.50; Tiger, No. 620, 
$3.20; ,.No. 632, $4. 10: No. 640, $4. 45: 


"No. 732, $4.20; No. "740, 4.50: Ohio, 
Neo. 620, $2.80; No. 632, $3.30; No. 
640, $3.40; No. 732, $3.45; No. 740, 
$3.55; Pittsburgh pattern, $2.70 each. 


Umbrella cover 15c. per can extra. 


MILL, MINE AND FACTORY SUP- 
PLIES.—Supply heuses in this area 
still find business slow and that much 
effort has to be expended in getting 
even small orders. There has been no 
formal price change except in rope, but 
in most other items under this heading 
some shading of prices is going on in 
the effort to secure business. 

Jobbers’ prices to retailers: 

Pipe Wrenches.—Walworth, 70 per 
cent off list; Trimo, 70 per cent off 
list. 

Fittings.—Cast iron screw, 36 per 
cent off piece list; flange, 47 per cent 
off list; malleable, lb., list plus 4 per 
cent; standard iron body gate valves, 


30 and 5 per cent off piece list; 
per 


standard brass globe valves, 30 





cent off list; standard brass gate 
valves, 45 per cent off list. 
Rope.—First grade long fiber 
manila, 26c. per Ib. 
Belting.—No. 1 leather, 45 per 
cent off list; No. 1 rubber, 50 per 


cent off list. 
Twist Drills.—Carbon, 60 per cent 


= list; high speed, 45 per cent off 
ist. 
, Files.—High grade, 50 per cent off 
ist. 
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Screws.—Wood screws, 72% and 5 } No. 140 Glass Door ............. 3.60 SHEET STEEL.—The weakness in mill 
per cent off list; milled cap and set | Pe Ee SD BPO ccc ccc cvcsces 3.60 . f sh h 
screws, 75 per cent off |e - | ee. on Glens Door incerestewuae = sie of sheets has made necessary a 
Picks and Mattocks.—Carbon picks | No. 4 BD BOOP nonce ccsccses . urther revision Ww r f j in 
and mattocks, 45 per cent off list. | No. 146 Glass Door ............. 4.60 Busi on do ae 4 d of Jobbing 
Hacksaw Blades.—Best grade, 50 | No. 26 Glass Door ............. 4.00 prices. usiness in this immediate dis- 
per cent off list. a . ner — ore rere. oor trict is fairly satisfactory but the un- 
OIL STOVES AND OVENS.—Some = No 65 Glass Door ............. 175 | Settled price situation seems to be dis- 
disappointment still is expressed by the | No. 60 Solid Door ............. 1.60 turbing to sales in other districts ac- 
trade here that business is not better. | + a = weney — ee ee See oe cording to local advices. 


! 

Prices out of Pittsburgh jobbers’ 
stocks: galv. flat, No. 28 gage, $5.20 
base per 100 Ilb.; corrugated No. 28 


Nesco water heaters, list price $45. 


Jobbers quote retailers, f.o.b. 
Kamp cook stoves, No. 3, $4.65; No. 


Pittsburgh, a discount of 30 and 6 











per cent off these prices: | 4, $7.15; No. 7, $6; No. 10, $9.75. er 1 
LIST PRICES gage, 2\%-in., ‘ per square; one 
Nesco oil cook stoves. PAINTING MATERIALS. — White $4.15 — ee tes teak der bee 
’ ) . Q 5 . . ° ” 
No. 212 ) ower ianenbane teary 74 lead has dropped %c. a lb. in keeping one to nine bundles. 
No, 213 3 Burners.............- 22.00 with the decline in the primary market. SHEET METAL.—No change is noted 
Ne 315 ; Raoueen Maem =o 50 Oil has dropped 2c. a gal. There is no | ;, prices since a week ago, but a 
4 » “: - . ; . Seeres eseeeeveee ye 4 . e ° _ 5 + 
No. 1102 High Shelf Only eenauas 5.26 change in other lines. Business could | weaker tendency in the primary copper 
NO. 2506 ERED Sle mae ose ebe es = be better, according to the majority of ket d doubtful 
No. 1104 High Shelf Only........ 8.00 ‘ market renders doubtful an advance 
y ~ : * , . Q 72 . . . 
No. 1105 High Shelf Only sheen 9.79 reports. that seemed likely a short time ago in 
+ neciglgemtnt wicks, 25c. each. Prices to retailers: sheet copper Jobbers report fair busi- 
Nesco ovens. oo — : o~ 
No. 05 1 Burner Solid Doar.... $2.10 Ready mixed paints, best grades, ness in these lines. 
No 5 1 Burner Glass Door.... 2.25 $3.10 per gal.; lower grades, $2.50; . 
No. 010 1 Burner Solid Door.... 4.15 white lead, 15%4c. per Ib. in 100-Ib. We quote sheet copper at 22%c. 
No. 10 1 Burner Glass Door.. 4.40 lots, 10 per cent less in lots of 500 per lb. from jobbers’ stocks and 
No. 020 2 Burners Solid Door... 5.15 lb. or more and an extra 5 per cent 21%c. per Ib. on direct mill ship- 
eo an ei ioe. ran less in lots of a ton or more; tur- ments; sheet zinc, 12%c. per Ib. in 
No. 030 9 Burners Solid Door... 5.40 pentine, $1.12 per gal., in barrel lots; loose sheets; 114c. in 100 lb. casks: 
“i auane’ Geis ae linseed oil, $1.16 per gal. in barrel lic. in 300 lb. casks and 10%c. in 600 
No. 30 2 Burners Glass Door... 5.70 hate ib. casks 
Security line. Net prices to re- — 5 - 
tailers: . ‘ 
i” Te ee $2.35 ROOFING MATERIALS. — A _ new | SOLDER.—The price has advanced 
oo = — ted Settee ween ees yo price list just issued by the Barretts | slightly higher here due to a higher 
4 ° SS  SEERELeELLLiLi. o. . . ° . ° 
ee: 2 60 Co. shows an average increase of about | market in tin. The local price out of 
No. 30 Solid Door ............. 2.85 15 per cent in the prices of various | jobbers’ stock now is 36%c. a lb. for 
NO. ‘ Poll DE 6046s eer see 68 0.0 . 
coe, Ge Gee BOO onciccikcees we 3.00 items. | half and half. 














Independence—Its Opportunities 


(Continued from page 51) 


it fell due; and probably for that reason I have 
been able to get certain exclusive lines that ordi- 
narily would have been offered first to my older 
competitors. My capital has doubled nearly ten 
times, and I enjoy running my show; but if the 
time ever comes when I’m not willing to run it 
as carefully and systematically as I did at first, 
then I’ll know it’s time to sell out and quit!” 

During the past few years I have heard con- 
siderable objection to a practice of many man- 
ufacturers—that of advertising their products at 
a fixed retail price. On articles with an adver- 
tised fixed price, many retailers hold, the profit 
is too slim. Perhaps in some respects they’re 
right, but in the long run the merchant who 
profits most is the merchant who can give quality 
and quantity at the lowest price. Manufacturers 
of fixed-price merchandise don’t establish retail 
profit margins blindly; for the retailer, if he’s to 
push the sale of certain articles, must be encour- 
aged. Profit percentages are based on the judg- 
ment of the most efficient merchants in the coun- 
try. The retailer who, on advertised merchandise 
with a fixed price, cannot earn a profit, had better 
look into his business; for other merchants, he 
may be sure, are selling the same article on a rea- 
sonable margin. 

And in fixed-price merchandise there’s another 
advantage. Perhaps the most frequent cause of 
retail failures is the accumulation of dead stock. 
In studying the bankruptcy schedules of many 
commercial ventures the assets often are found 
nearly to equal the liabilities. How does the firm 
get into such a jam? Usually because the stock 
has been invoiced at cost figures, whereas in 
actual value it is worth perhaps 50 cents on the 


dollar. 


Advertised and fixed-price merchandise ordi- 
narily does not accumulate. The stiffer credit 
terms of the manufacturers prevent the average 
retailer from overbuying. 

Big Business will not drive the individual mer- 
chant out of retailing if the merchant will man- 
age his affairs with anything like Big Business 
efficiency. The department stores, the chain 
stores and the mail-order houses, with their 
greater capital, can buy their goods at a lower 
figure than can the smaller retailer, but there 
their advantage ends. Of necessity the big or- 
ganization is machine-like, more or less imper- 
sonal. The individual merchant, on the other 
hand, can attract and hold business with his own 
personality. Recently a man whose job it is to se- 
lect new locations for certain chain stores, 
summed up the situation thus: 

“The first thing I investigate when I go to a 
new community is whether there is some live re- 
tailer there, in our line of business, who conducts 
his affairs in a highly systematic manner; in other 
words, a man who has the makings of a real mer- 
chant. If so, usually we try to buy him out. If 
he refuses to sell we’re likely to pass up the town. 
A chain store has little chance against such a man 
in the long run, because his personality and his 
friendliness more than offset any advantage we 
may have in cheaper buying.” 

Even the banker, long considered the most con- 
servative man in business, has come to realize the 
value, in business, of personal contact. In the old 
days the bank executive ordinarily ensconced 
himself in a walled-in private office. But now, 
very likely his desk is out in the open, where the 
public can see him; and his only measure of pri- 
vacy is a low rail. He’s accessible to everyone. 
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HARDWARE AGE 


N suthnwectern Sales Ahead of Last Year’s— 
Expect Crops to Help Business Generally 


(Minneapolis office of HARDWARE AGE) 


USINESS in the Twin Cities trade territory is going 
B into the summer season at a fairly good pace. 

volume in general is about 15 to 20 per cent ahead 
of that of last year, although most of the increase comes 
from the trade outside of the larger cities. 
there has been and still is a feeling of sluggishness as to 
business, which it is believed will be overcome to a great 
extent as soon as the results of this year’s crops are as- 
In general, while last year produced a very good 


sured. 


AXES.—Sales are normal for this sea- 
son of the year, with prices holding 
steady as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 
weight axes at $14.50, and double bit 
base weight axes at $19.50 per dozen, 
net. 


BOLTS.—Sales are fair, with stocks in 
good condition. Prices are still un- 


changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Large and small 


carriage bolts at 50 per cent; large 
and small machine bolts at 50-10 per 
cent; stove bolts at 75 per cent and 
lag screws at 60 per cent from stand- 
ard lists. 


BRADS.—Building operations are tak- 
ing a very good quota of brads. Stocks 
are heavy enough to supply this de- 
mand, and prices are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 
25-lb. boxes at 70-10 per cent from 


BUILDERS’ HARDWARE. — Demand 
is very good, especially for finishing 
hardware for small homes and other 
residence work. Building has been held 
back for the past three years in this 
section of the country, and some prog- 
ress is being made to make up for the 
consequent shortage of housing facili- 
ties. Work of this sort is being pushed 
during the favorable weather. This 
condition is general over the North- 
west, with perhaps the greater amount 
of building in progress in the smaller 
cities and towns. 

CHURNS.— Demand is normal, with 
prices steady and unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel type 
churns at 30-10 per cent from lists. 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Sales show a 
very good condition in this line, with 
the building and repair work under 
way. Stocks are heavy enough to care 
for the demand, and prices have not 
changed. 


We quote from 
f.o.b. Twin Cities: 
bead 29-ga. 5-in. eaves trough at 
$5.50 per 100 ft.; 29-ga. conductor 
pipe 3 in., $5.15 per 100 ft., and 3-in. 
conductor elbows at $1.73 per dozen, 
net. 

FIELD FENCE.—Demand is fair, with 
ample stocks on hand. Prices are un- 
changed from last quotation. 

We quote from jobbers’ stocks, 
f.ob. Twin Cities: 26in. L type field 
fence at $22.68 per 100 rods, net. 


jobbers’ stocks, 
Slip joint, single 





required at least 
The 


In the latter, 


FILES.—Sales are showing some im- | 
provement, with stocks well filled and 
prices steady. 


We quote jobbers’ stocks, 


f.o.b. Twin Cities: Best grade files 

at 50 per cent, and second grade 

files at 60 per cent from list. 
FREEZERS. — The warm weather de- 
mand has improved sales in this line in 
the past few weeks. Stocks are well 
filled and prices unchanged. 

We quote from jobbers’ stocks. 
f.o.b. Twin Cities: White Mountain 
4-qt. freezers at $4.13 each, and 8-qt. 
at $6.75 each, net. 

GALVANIZED WARE. — This line of 
merchandise has been meeting with very 
good demand for the past few months. 
Tubs, pails and other articles are selling 
fairly well. Stocks are well filled and 
prices unchanged. 


from 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs at $7.25; No. 2, 
$8.00; No. 3, $9.20; heavy tubs, No. 
1, $12.30; No. 2, $13.50; No. 3, $14.70 
standard 10-qt. pails, 2.65; 12-qt.. 
$3.00: 14-qt., $3.35; stock pails, 16- 
qt., $5.00 and 18-qt., $5.50 pér dozen, 
net. 


GLASS AND PUTTY.—Building opera- 
tions are taking a fair quantity of these 
products—in an indirect way—through 
the sash and door factories. Otherwise 
the call is rather light and will be until 


the storm sash season approaches. 
Stocks are well filled and prices un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minn. prices, 
single strength glass, 83 per cent; 
double strength, 85 per cent; and 
strictly pure putty in 50-lb. drums 


at $4.85 ecwt., net. 


HAMMERS AND HATCHETS. — De- 
mand is steady and consistent with the 
present conditions in the building 
trades. Stocks are well assorted and 
prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 
11% carpenter's hammers at $12.60; 
Plumb No. HFS81, $10.50; Plumb No. 

2 broad hatchets, $14.45; No. 2 shing- 

ling, $11.20, amd No. 2 claw, $12.50 

per dozen, net. 
HOSE. — The frequent and continued 
rains of June decreased the call for 
lawn hose to some extent in this sec- 
tion of the country. However, the sales 
were very good earlier in the year and 
volume of sales quite satisfactory. 
Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Good Luck, % in. 





effect in the stability and progress of business, there is 


another year of good crops to bring 


conditions anywhere near normal. 

As the season nears the mid-summer mark, the feeling 
that better business for the rest of the summer, and for 
the fall, is assured, seems to be growing. Collections are 
very satisfactory in the territories outside of the larger 
cities, and fair in the latter. 
well in all parts of the district. 


Building is progressing very 


6-ply hose at 10%c.; Bull Dog, 5 
in., 7-ply, 18c.; Leader, % in., 5-ply 
9%c.; molded black % in., 11%c 
per foot, net. 


LAWN MOWERS. — Buying is still 
very good in this line, with the best of 
the growing season for grass with us 
at the present time. Stocks in retail- 
ers’ hands are becoming somewhat 
broken, but~quantities are sufficient to 
care for the demand. Prices show no 


change. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia, 


styles A and 3 lawn mowers at 35-5 


per cent; style E at 40-5 per cent, 
and style K at 35 per cent from 
lists. 


MILK CANS.—Sales are steady and 
fairly good. Stocks are well balanced 
and prices steady. 

We quote 
f.o.b. Twin Cities: 
milk cans at $2.60; 
and 10-gal. at $3.20 each, net. 

NAILS.—Sales continue to be fairly 
heavy, with well assorted stocks from 
which to draw. Prices have not 
changed. 

We quote from 
f.o.b. Twin Cities: Standard wire 
nails at $3.25 keg, base, and cement 
coated wire nails at $2.65 per keg, 
base. 

OIL STOVES, OVENS AND WATER 
HEATERS. — Demand still is steady 
and very satisfactory. Prices are un- 
changed. 


from jobbers’ 


Railroad 


stocks, 


jobbers’ stocks, 


Oil Cook Stoves 
PERFECTION— 


es > ee $17.50 
i ee ee. i eae a 22.50 
Pee, FO @ BUPMOTE ccccccscececs 28.50 
Ee 
Perfection dealer’s discount, 30 
and 5 per eent on lots of 10 or 
more; on less than 10, 3C per cent. 
PURITAN (Improved Model)— 
No. 42 2 burmerS ...ccccccccccSlii.nal 
NO, 48 3 DWURMOTM ciccccccccces 2? 50 
Dem, G6 @ WOPUIOUE .ccccccccccer 28.50 
Puritan discounts same as Perfec- 
tion. 
NESCO— 
ee re $ 9.50 
es eee a Eg ceecwsase 17.35 
ao) =O ee Ds u.g cdéecovecee See 
No. 214 4 burners ......--..-- 28.00 
IEG, Sh © BUPMOTE cccccccccces 4 59.50 
No. 1102 high shelf only...... 5.20 
No. 1103 high shelf only...... 6.50 
No. 1104 high shelf only...... 8.00 
No. 1105 high shelf only...... 9.75 
Nesco dealer’s discount, 30 and 5 
per cent. 
Ovens 
PERFECTION— 
No. 211 1 burner plain door....$2.50 
No. 211G 1 burner glass door... 2.70 
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4.90 
6.00 
. hate Se eeeseee eee te 6.15 
on 10 or more, 


No. 121G 1 burner glass door.. 
No. 122G 2 burners glass door.. 
No. 142G 

Dealer’s discount, 








30 and 5 per cent; less than 10, 30 
per cent. 

PURITAN— 
No. 42G 2 burners glass door. .$5.25 
Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 

a a 
No. 5 1 burner solid door....$2.10 
No. 1 burner glass door.... 2.25 
No. 010 1 burner solid door.... 4.15 
No. 101 burner glass door.... 4.40 
No. 020 2 burners solid door... 5.15 
No. 20 2 burners glass door... 5.40 
No. 030 2 burners solid door... 5.40 
No. 30 2 burners glass door... 5.70 

Dealer's ieoouat 30 and 5 per 

cent. 


Water Heaters 


res to: Gee seceosnsess 40.00 
Perfection No. 421 ...cccccvces 80.00 
OO ree Tete $45.00 


Nesco discount, 30 and 5 per cent. 
Perfection discount 30 and 3 peer 
cent, in lots of 10 or more; less than 
10, 30 per cent. 


Wicks, Etc. 


Perfection and Puritan, $4 per doz. 
and $48 per gross. 
Rockweave wicks, 25c. each. 
Discounts same as on oil 
Stoves, ovens and heaters. 


PAINTS AND WHITE LEAD.—Move- 
ment of this line of merchandise has 
been very satisfactory this season. One 
jobber reports a 20 per cent increase 
in the amount of business done, over 
that of last year, and the general in- 
crease is probably well up to this fig- 
ure. Stocks have been turned rapidly 
and prices remain steady and strong. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paints at $3.10 per gallon; second 
grade at $2.25 per gallon, and white 
lead in 100-lb. kegs at $14.29 cwl., 
net. 

PAPER.—Sales are still very fair, with 
ample stocks on hand for the present 
demand. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin build- 
ing paper in 20, 25 and 30-lb. rolls 
at $3.25 cwt., net. 

POULTRY NETTING. — Demand still 
continues fair, but the heaviest buying 
season is over for this year. Stocks 
are still well assorted, although much 
lighter. Prices are unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twine Cities: Hexagon mesh 


<emtigia netting at 50 per cent from 
ists. 


cook 


Walsment Will Appeal to 
Householders 


Walsment, as the name indicates, is 
a mortar material for covering the ex- 
terior and interior surfaces of walls 
and is to be marketed by the Louis- 
ville Cement Co., Louisville, Ky. It 
is said to be a plastic combination of 
cements, the result of several years of 
experiment that, when applied, is prac- 
tically impervious to water and that 
dampness does not cause it to scale or 
disintegrate. 

Claim is made that when applied 
on metal lath to either the interior or 
the exterior of buildings, it forms a 
reinforced concrete covering which 


adds rigidity and effects a saving of 
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PYREX OVENWARE, — Demand is 
good and stocks have been drawn on 
quite heavily. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 197 casseroles 
at $1.17; No. 202 pie plates, 50c.; No. 
210 pie plates, 67c.; No. 212 bread 
pans, 60c.; No. 231 utility pans, 67c.; 
No. 12 tea pots, $1.67; No. 24, $2.00: 
No. 36, $2.33 each, net. 


ROPE.—Sales are quite satisfactory, 
especially for the sizes used for haying 
purposes. Haying season is well 
started in this section of the country. 
Stocks are ample for the call. Prices 
have been decreased on manila rope, 
with no change on sisal. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 26%cts. Ilb., base and best 
— sisal rope at 19% cts. Ib., 
ase. 


SANDPAPER.—Demand is good, with 
stocks well assorted. Prices have not 
changed. 


We quote 
f.o.b. Twin Cities: 


from jobbers’ stocks, 
Best grade sand- 


paper at $6.65 ream for No. 1; sec- 
ond grade, No. 1, $6.00 per ream, 
and garnet, No. 1, $16.50 ream. 


SASH CORD AND SASH WEIGHTS. 
—Sales are very good, with ample 
stocks on hand. Prices on cord are 
steady, but there has been a decrease 
in the price of sash weights. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord, No. 8, 79 ects. Ilb., second 
grade, 47 cts. lb., and cast iron sash 
welghts at $2.10 cwt., net. 


SCREEN DOORS AND WINDOWS.— 
There is now a very good demand for 
this line of merchandise, with the pros- 
pects of still better sales. The heaviest 
of the insect season is still to come, 
and dealers are well stocked. Prices 
are steady and unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Common screen 
doors, 2-8 x 6-8, $1.82 each; fancy 
doors, 2-8 x 6-8, $2.16 each; metal 
window screens, adjustable, 24-in., 
$7.40 doz., and wood frame screens, 
adjustable, 24 in., $6.00 doz., net. 


SCREWS.—Sales are fair, with stocks 
well filled. Prices show a decline in all 
items. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head ‘bright 
wood screws, 75-25 - cent; flat 
head japanned, 65-25 per cent; 
round head blued, 70-25 per cent; 
flat head brass, 70-25 per cent, and 
round head brass, 70-20 per cent 
from lists. 





fuel by retaining the heat within the 
buildings. When applied to the in- 
terior walls, the surface is hard and 
not easily scarred, which makes it well 
adapted for use in schools and public 
buildings subjected to hard usage. 

It is said to be easily handled as only 
mixing with the specified amount of 
sand and water is needed to make 
ready to apply. Its natural color is 
a light tan, pleasing to the eye and 
harmonizing well with light colored 
trim; in stucco or interior plaster, it 
lends itself to any kind of finish de- 
sired. 

It is claimed that it may be stored 
two or more years without deteriora- 
tion for it does not absorb moisture 
from the air and is not affected by age. 


Reading matter continued on page 68 
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SOLDER.—Sales are normal for this 
season of the year, with some increase 
due to the building work in progress. 
Prices are steady since the change re- 
ported a week ago. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Strictly half and 
half solder at 38 cts. lb., and war- 
ranted half and half solder at 39 
cts. lb., net. 

STEEL SHEETS.—Sales are fair, with 
good stocks from which to draw. Prices 
are unchanged from those reported last 


week, 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black _ steel 
sheets at $4.25 cwt., base, and gal- 


vanized steel sheets at $5.35 cwt., 
base. 


TACKS.—Sales are normal and prices 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 8 American 
cut tacks at 84 cts.; No. 8 tinned 


carpet, 86 cts.; No. 8 blued carpet, 
77 cts., and No. 11 double pointed, 
39 cts. per dozen packages. 


TIN PLATE.—Sales are fair, with 
ample stocks on hand. Prices have not 
changed. 


We quote from jobbers’ 
f.o.b. Twin Cities: Furnacé coke, 
ICL, 20 x 28 tin at $14.25 box, and 
IC, 20 x 28, 8-lb. coating roofing tin 
at $14.60 box, net. 


WHEELBARROWS.—Demand is fair, 
with well assorted stocks from which 
to draw. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Fully bolted, 
barrel type tray wheelbarrows, 

6.50 doz.; No. 2 tubular, $7.33 
— and No. 1 garden, $6.25 each, 


stocks, 


WIRE. —Sales are normal, with stocks 
well filled. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Painted cattle 
barbed wire, $3.01 per 80 rod spool; 
galvanized cattle barbed wire, $3.21 
per 80 rod spool, painted hog barbed 
wire, $3.22 per 80 rod spool; gal- 
vanized hog barbed wire, $3. 43 per 
80 rod spool; black annealed smooth 
wire, $3.25 cwt, base, and galvanized 
smooth wire, $3.70 cwt., base. 


WIRE CLOTH.—Demand is very fair, 
with ample stocks on hand. Home 
owners are repairing their screens, and 
new work is taking a good volume of 
material. Prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black painted 
wire cloth, 12 x 12 mesh, $2.00 per 
100 sq. ft., base, and galvanized 
wire cloth, 12 x 12 mesh, $2.50 per 
100 sq. ft., base. 








Coming Conventions 








AMERICAN ELECTRIC RAILWAY ASSOCIA- 
TION, annual exhibition, Young’s Million 
Dollar Pier, Atlantic City, N. J., Oct. 5, 6, 
7, 8, 9, 1925. Railway apparatus and de- 
vices of all kinds, buses, chassis, wagons 
and snow plows will be exhibited. Fred 
C. Dell, director of exhibits, 292 Madison 
Avenue, New York City. 

AMERICAN HARDWARE MANUFACTURERS 
ASSOCIATION CONVENTION, Atlantic City, 
Oct. 21, 22, 23, 1925 es es Ben- 
jamin Franklin Hotel. F. D. Mitchell, 
secretary-treasurer, 1819 Broadway, 
York City. 

NATIONAL HARDWARE ASSOCIATION CON- 
VENTION, Atlantic City, Oct. 19, 20, 21, 22, 
23, 1925. Headquarters, Hotel Ambassador. 
T. James Fernley, secretary-treasurer, 505 
Arch St., Philadelphia, Pa. 

TEXAS HARDWARE JOBBERS ASSOCIATION 
CONVENTION, Galvez Hotel, Galveston, Tex., 
July 15, 16, 17, 1925. . R. Duffey, 
secretary-treasurer, Fort Worth, Tex. 


New 
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End Screen Renee 





Stoc 


Every home has a story in favor of 
“Golden Rod” Bronze Wire Screen 
Cloth. It is a story of money wasted 
in replacing worn and rusted screen. 


Have you ever thought of Rust and 
Wear as the bird of prey? No bird 
could be more alert, more constantly 
watching for the unprotected; no 
talons could be more cruel, or more 
eager to grasp and to destroy. 


Your customers will thank you to 


recommend “Golden Rod’ Bronze, 
for it has the combined advantages of 
steel and copper without the defects of 


1k Golden Rod‘ lll 


either. With 90% copper and 10% 
alloy, it is as rust-proof as copper and 
about double the tensile strength. Not 
affected by salt air, acid, or gases, 
and with ordinary care will last the 


life of the building. 


“Golden Rod”? Bronze Wire Cloth is 
put through rigid tests before it is 
shipped and carries an unconditional 
Guarantee of Satisfaction. 


Zs 
We also manufacture “Apex” Elec- 
tro-plated Galvanized and “*Vulcan”’ 
Black Painted wire screen cloth to 
fulfill the needs of jobbers and dealers. 


Ask Your Jobber for Catalog and Prices or Write Us. 


JOHN M. HART COMPANY 


Manager of Sales 


Old Colony Building 


Chicago, Illinois 


HANOVER WIRE CLOTH CO. 


Manufacturers 


Hanover, Pa. 
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N. Y. Suburban Sales Better 


Than City 


Business— 


Moderate Interest in “Futures” 


N the metropolitan area sales are far better in the suburban 


districts than in the city. 


ness surpasses that done in the suburbs. 


In the out-of-town cities busi- 


Wholesale busi- 


ness is just about holding the level established during the last 
three weeks, and jobbers are experiencing what might be 


termed a breathing spell. 


There continues a strong demand 


for garden hose, sprinklers, lawn mowers and other highly 


seasonable items. 
pretty well broken. 
Collections are more 


suburban and out-of-town districts. 


satisfactory, 


Unfortunately, stocks in these items are 


particularly in the 
Vacation schedules are 


starting, and it is believed will have an effect on sales volumes. 

There is a moderate interest being shown for futures for fall 
delivery. The sale of wine presses is probably the most notice- 
able example of this classification. 





Slate Surface Roofing Up 
Ten Cents Per Roll 


New York jobbers announce an ad- 
vance of 10c. per roll on slate surface 
roofing, which is in fairly active de- 
mand for building purposes. The re- 
pair demand is also also quite lively. 


Boiled Oil Extra Up 1 Cent; 
Raw Linseed Oil Down 


The National Lead Co. calls particu- 
lar attention to the advance which 
has been made on the extra charge for 
boiled oil and double boiled oil. These 
extras are now 3 and 4 cents respec- 
tively, representing a lc. advance in 
each case. It will be noted that raw 
linseed oil has been reduced 6 cents. 
Prices now are linseed oil in lots of 
less than 5 bbl., $1.04 per gal.; in lots 
of 5 bbl. or more, $1.01 per gal. and 
Calcutta linseed oil in bbl. $1.21. Boiled 
oil is 3c. extra; double boiled oil, 4c. 
extra; oil in half bbl., 5¢c.. per gal. ad- 
ditional. These prices became effectivé 
June 30, and supersede the previous 
list of June 18. 


Moderate Demand Reported 


on Screws, Bolts, Nuts 


The demand for screws, bolts and 
nuts is only moderate in the New York 
market. Stocks apparently are well 


assorted, and prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Screws 


Wood screws, iron bright, flat head, 


721%4-33% per cent. 
Same, iron blued, round head, 70, 
25 and 5 per cent 
Same, brass, flat head, 70, 25 and 
5 we cent. 
Same, brass, round —— oval head, 
67. 25 and 5 per cen 
Galvanized, flat head, 571%, 5 and 


5 = cent. 
ic — round head, 60, 25 
and 5 per cent 
Full packages are extra 5 per cent. 
Escutcheon pins, 33% per cent off 


list. 
Bolts and Nuts 


Bolts.— Common carriage bolts, 


small sizes and large sizes, 30-10 per 
cent. 





Machine bolts, all sizes, 40 and 10 
per cent. 

Lag screws, 40 and 10 per cent. 

Stove bolts, 75-10 per cent; both 
flat and round head. 

Sink bolts, 75 to 75 and 10 per cent. 

Tire bolts, 45 to 50 per cent. 

Step bolts, 3344 per cent. 

Machine bolt shields, 65 per cent. 
Prices vary in different sections of 
the city. 

Spring cotters, 30 per cent. 


Copper rivets and burrs, 25 per 
cent. 
Round head iron rivets, 55-5 per 


cent; tinners’ rivets, black and tin, 
60 per cent. 

Machine screws, round head 
flat head, iron 70-10-10 per cent 


brass, 70 per cent. 


and 
and 


Package Nails Decline 
Reported in N. Y. 


Metropolitan jobbers report an extra 
10 on wire brads and other package 
nails. 


Freezer Stocks Are Low; 
Retail Demand Is Fair 


Wholesale stocks of ice cream freez- 
ers are getting low, and retailers re- 
port fair sales to the consumer. Prices 
are very steady, and a good aggregate 
total sales volume is predicted in this 
market. 

aan QUOTATIONS TO RE- 
TAILER 

Nas - f alt freezer, 1 qt., $2.45; 2 

$2.81; 3 qt., $3.35; 4 aqt., $4. 10 and 

¢ eX $5.22. 

Alaska and Peerless freezers each 
a a discount of 20-10 per cent off 
ist. 

Peerless ice chippers, Cyclone ice 
chippers, Toy Town ice crushers and 
freezer floor clamps take a discount 
of 33% per cent. 

Polar freezers take a discount of 
33%, per cent. 

Power freezers take a discount of 
10 per cent. 


White Mountain freezers, 2-qat., 
$2.83 each; 3-qt., $3.38 each: 4-qt., 
$4.12 each; 6-qt., $5.23 each; 8-qt., 
$6.75 each; 10-at., $9 each; 12-qat., 
$10.75 each, and 15- -qt., $12. 80 each. 

Auto Vacuum freezers, 1 qt., $3.33 
each; 2 qt., $4 each; 3 at., $5.35 each, 
and 4 qt., $6. 67 each. 


New Standard freezer, 1 qt. size, 
$1.15 each. 
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Prices Unchanged on Sisal 


Rope and Hemp and 
Jute Twines 


As was announced in these pages 
last week the July-August prices on 
manila rope was subjected to a decline 
of two cents effective July 1. Prices 
however are unchanged on sisal rope 
and on jute and India hemp twine. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. NEW YORK. 

Rope, No. 1 £4Manila 
brands, 24c. per Ib.; No. 2 Manila 
standard brands, 22c. per lb.; No. 1, 
sisal standard brands, 19c. per Ib.; 
No. sisal standard brands, 18c. 
per Ib. 

Twine, 3- ply A Ate gird —- No. 
1, 23c. per lb.; No 2ic. per | 

India hemp twine, No. 8, 16 per 
lb.; BB twine, fine dark, 22%c. per 

lb.; fine light, '24e. per Ib. 


standard 


Oil Cook Stoves Active in 
Out of Town Stores 


Retailers in parts of Staten Island, 
Northern Jersey, Long Island, and 
Westchester County report active sales 
on oil cook stoves and kindred oil 
burning equipment. These are being 
bought largely for use in bungalows 
at the seashore, and in kindred loca- 
tions. Prices are firm. 

JOBBERS’ QUOTATIONS ng RE- 

TAILERS, F.O.B. NEW YOR 

These are list prices. i dis- 
counts are noted after each group. 


bee Ya 
2 . cecesivesesawrer $17.50 
No oO. 73 Ph <ce¢eneseves ous 22.50 
No. 74 0 EE eee 28.50 
—(e ll Se ee 39.50 


No. 

Perfection dealer’s discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 





is (Improved Model)— 





a $e $17.50 
No. 43 3 Dic cevosecehdsases 22.50 
No. 44 4 DUPMEPB..cccccccccccccs Seen 
Fi ia discounts same as Perfec- 
tion. 

NESCO— 
| re a Se. be ewe $9.50 
Se. . ee ab ER eccecccecodes 17.35 
a> - , } 8s 22.50 
Se: Pc cceenecedewes 28.00 
INO. BIS B DWRRMOTB. cc ccccccscccs 39.50 
No. 1102 high shelf only........ 5.25 
No. 1103 high shelf only........ 6.50 
No. 1104 high shelf only........ 8.00 
No. 1105 high shelf only........ 9.75 
Nesco dealer’s Mecount, 30 and 5 
per cent. 
Ovens 
te ty ee 
No 1 burner plain door...$2.50 
No. s11G 1 burner glass door. 2.70 
No. 121G 1 burner glass door... 4.90 
No. 122G 2 burners glass door.. 6.00 
ee ar een re 15 

Dealer’s discount, on 10 or more, 
30 and 5 per cent; less than 10, 30 
per cent. 

PU RITAN— 


No. 42G 2 burners glass door....$5.25 
Dealer’s discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 


cent. 
NESCO— 

No. 05 1 burner solid door..... $2.10 
No. 5 1 burner glass door..... 2.25 
No. 010 1 burner solid door..... 4.15 
No. 10 1 burner glass door..... 4.40 
No. 020 2 burners solid door.... 5.15 
No. 20 2 burners glass door.... 5.40 
No. 030 2 burners solid door.... 5.40 
No. 30 2 burners glass door.... 5.70 


Dealer’s discount, 30 and 5 per ‘cent. 


Water Heaters 


Nesco 

Peprection No. 412. .....ccscccecs 4 

Perfection No. 421 

Nesco discount, 30 and 5 per cent: 

Perfection discount, 30 and 5 per 

> ae in lots of 10 or more; less than 
, 30 per cent. 
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THE PIONEER HARDWARE HOUSE OF OKLAHOMA 


TWENTY FIVE YEARS OF CONTINUOUS SERVICE 
a : Oklahoma City. LSA. 
‘ 2s5- er: a ah Gat OAL ron el ad a oma ry. 7 
pe Ries) , | June 3th, 1925. 
Re 


| Mr. FP. A- Lamm, Rep. 


Richards & Wilcox Mfg. -Co., 
Dear kre Lanm; 


. If all the manufacturers lines that 
We carry in Stock in this department was as 
Satisfactory, from the point of turn-over and 
profit as Richards & Wilcox, we could make 
this firm rich in 5 years time. 


I know you will be very glad to receive 
a letier of this kind. 


Yours truly, 





OKLAHOMA CIT, 


~~ © 











[27] 
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Consistent Demand in Chicago Territory— 
Retail Sales Continue to Improve 


(Chicago office of HARDWARE AGE) 


’ | NHIS week’s market was marked by several declines 
on staple items—steel sheets, rope, turpentine, lin- 
seed oil and white lead all taking drops. Roofing 

paper, on the other hand, took the expected advance in 

jobbers’ prices following the manufacturers’ raise of a 

couple of weeks ago. 

However, there is apparently no let up in buying ac- 
tivities and seasonable merchandise is moving in a very 
satisfactory volume. Builders’ hardware is also continu- 
ing to be in heavy demand and most other staples are 
fair. 

Weather conditions have been almost ideal for the 








growing crops and the resulting optimism is reflected in 
the good, steady business of the retailers in the agricul- 
tural districts. Dealers located in the cities, however, are 
not getting this reaction and city business is reported as 
only slightly better than a year ago. 

Steel mills in the Chicago district are now operating 
at from 85 to 90 per cent capacity, which is approximately 
10 per cent better than at this time last year. While 
this week shows a sharp mark-down in jobbers’ prices on 
steel sheets, it is only following the drop in mill prices 
of a few weeks ago, and it is now predicted that a recov- 
ery is to be expected as soon as the larger buyers are 
forced to replenish their depleted stocks. 


— f.o.b. Chicago: %-in. proof coil chain, We quote from jobbers’ _ stocks, 
AUTOMOBILE ACCES SORIES. $8.50 per 100 ib. Tenso, Bull Dog f.o.b. Chicago: 726-6-12%, $29.02 per 
There is a heavy seasonable demand. and Brown coil _ ee pe 100 rods; 1948-6-14%, $44.08 per 100 
Prices are unchanged. cent discount; : - electric rods. 
We quote from jobbers’ stocks alliage eae tagged pe FISHING TACKLE.—The demand is 
f.o.b. Chicago: COPPER RIVE -— | very active for all kinds of tackle. 
Spark Piugs.—Splitdorf, 50c. each; j j in- 
regular, 58c. cach: °C hampion X, 45c. Sales gtd = d. gy sites FILES.—A good steady demand is re- 
each; Champion Blue Box line, 53c. tained without change by the leading ported. Prices are firm. 
each: A. C. Titan, 58c. each; lots of makers , 
100, 56c. A. C. Special Ford, 44c. : - ‘ ’ — a ~ eee 2 or 
+ We uote from jobbers’ stocks, .o.b. Chicago: merican es, - 
; Spot Lights. — Anderson, No. 3280, f.o.b. he ee Pualear rivets and per cent off list; Nicholson files, 50 
$6.5¢ burrs, 35 per cent discount. a off list; 2 Diamond files, 
aorne2. A. Electric (Ford), $4 NER.—No price 0-10-5 per cent off list. 
“a. DRAIN PIPE CLEANER. price | GALVANIZED WARE.—With the ex- 
Jacks.—Ajax No. 6, 90c. each; Na- changes. There is a good steady de- , f b £ iob 
tional Standard No. 21, $1.20 each. mand ception oO concessions ecause or jobd- 
a, 1%-in. cylinder, . ; i sail bers’ price war on galvanized tubs, 
oo eac Te , rs’ sto Ss, ° ° 
h dozen pair lots, a manufacturers are holding prices firm. 
33% per cent discount, 50 pair lots, Economy ‘ Agen arnin © Dips Heavy rains have stimulated the de- 
cen scoun cleaner, in . net cans, in lots o ; ; 
Tires and Tubes.—30 x 3% oversize 3 doz., $2.70 per doz., in lots of 6 mand for all dairy tinware. 
cord tires, $9.45 each; re gular cod doz., $2.60 per doz.; and in 12 doz. _ We quote from jobbers’ stocks, 
$7.45 each; gray inner tubes, 30 x lots, $2.50 per doz. f.o.b. Chicago: Standard galvanized 
3%, $1.20 each; red inner tubes, 30 Same, in 2 lb. net weight cans, in after made tubs, No. 1, $5.75; No. 2, 
x 4%, $1.50 each. lots of 2 rg yy on et in ao pit ro a ied : ald: in. pieced 
7 . of .6 doz., $4.70 per doz.; and in lots soldered ga van zed refrigerator pan, 
AXES. There is a good demand and of 12 doz., $4.50 per doz. per doz., $3.85 6-in., per doz., $4.75: 
prices are firm. Hercules tile = oa cena hy a galvanized oil cans, galvanized 
ro ” ie in 1 Ib. net weight cans, $2 per doz. reasts, $7.65 doz.; Y%-bu. galvanized 
PP — .—— Fagen I _ Stor oo in lots of 2 doz. after made baskets, $4.75; 1-bu. gal- 
bitted me tee snd 3 to 4 1b, $14 Hercules boiler liquid, in 1 qt. can. vanized baskets, $6.75 doz.; 1%-bu. 
— oa, © 50 BP i $3 each; in os a 2.50 each; ay baskets, $8.75 7 12-qt. 
is hs a a : a in 1 doz. lots, 25 each. ID airy pails, crates 1 doz., $3; 12- 
one — bare af he eta Sas Same, in Ye -gal. cans, $5 each; 2 qt. XX dairy pails, crates 1 doz., $4. 
4 d doz. lots, $4.75 each; and in gal. GARDEN HOSE AND LAWN SPRIN- 


doz. base; single bitted handled axes a 
$15.50 to $24 per doz., according to cans, $9 each. 


quality and grade of handle; special EAVES TROUGH AND CONDUCTOR 


KLERS.—Prices are unchanged. The 
heavy demand continues. 


unguaranteed handled axes, $12 per ° 
yo —_ a ven PIPE.—A fair volume of Sales re- Sta: dentin tees ees uneiiies 
BASEBALL GOODS.—The demand is | ported. Prices are unchanged. f.0.b. Chicago:, | eagle = 9 F904 
holding up well. We quote from jobbers’ stocks, quality, molde Ose, -in 4c 
& up ; f.o.b. Chicago: Single bead lap joint per ft.; %-in., 138c. per ft.; 3-ply, 
BOLTS AND NUTS.—Sales are satis- gutter, 5-in., $4.50 per 100 a corru- a ‘wrapped, in, ase. 
. ated conductor pipe, 3s-in., ‘ er 4 ” . 9 " ’ 
factory and prices are unchanged. foo ft.: plain ridge roll, 1%-in., $4 good quality, wrapped, %-in., 12c. 
We quote from jobbers’ stocks, per 100 ft., corrugated conductor el- per ft.; %-in., l4c. per ft.; 5-ply, 

OZ. 


f.o.b. Chicago: Carriage bolts, cut bows, 3-in., $1.36 


good quality, wrapped, Y%-in., 9c. 
r ; 


- ~ipss _s. 4 , a 
thread, 50 per cent discount; small ELECTRICAL AND RADIO MER- a King, $28 doz.; 


carriage bolts, rolled thread, 50-10 
per cent discount; machine bolts, cut CHANDISE.— 
thread, 50-10 per cent discount; 
small machine bolts, rolled thread, 

50-10-5 per cent discount; all stove f.o.b. Chicago: 





jobbers’ stocks, GLASS AND PUTTY. 
ieoheleal Merchandise. — No. 14 ing a steady increase. Prices un- 


We quote from 


original fountain sprinkler, $8 doz.; 
Rainbow, 38-in. high, $24 doz. 


Sales are show- 








bolts, 75-5 per cent discount; lag 
screws, 60 per cent discount. gag og Wooete lots. 38. Bi a is Fa changed. 
BUILDERS’ HARDWARE.—There is cord, $14.50 per 1000 ft.; in 1000-ft. > Mt Be ney or + nigger ee 
: : : lots, $13.75; -in. brush brass key O cago: ingle strengt 
no sign of an easing up in the demand. lots, | $1 18¢. ae: two-way plugs, 25-in. bracket, 88 per cent discount; 
Prices hold firm. 60c. each; in lots of 10, 49%c. each; ——_ e strength A, P. .. to 8 7 
— one-piece attachment plugs, 13c. racke per cent discount; single 
, = copete —_ oe +f ee. each: two-piece attachment plugs, strength A, all other brackets, 85 per 
-O. a ery 2 X ane wall ~ S, 12c. each: dry cells, boxes of 50, 30%4c. cent discount; double strength A, all 
finish, $2.76 Cn ate oo 4 te each; less than case lots, 34c. each. sizes, 86 per cent discount; double 
ee “ae Goer, Gee” dle "Gree Radio Supplies.—Radio B batteries, strength B, 87 per cent discount. 
a eke ee ae eee eee No. 766, $1.40 each; No. 767, $2.62 Putty, pure grades, $3.75 per 100 Ib.; 
much” bevel’ iRside “acts? *euae ions | og a a 
$6.75 per doz.; steel bit-keyed front ety. onargers. re gin ag HATCHETS.—Sales are good. Prices 
door sets, $1.75 per set; wrought Tu bes.—Cunningham and R. C. A., quite steady. 
brass bit-keyed front door sets, $3.25 $3 list. Discount 25 per cent 
per set; cylinder front door sets, “Loud Speakers.—Western Electric We quote from jobbers’ stocks, 
$7.50 per set. No. 522W, $9.50 list. Discount, 30 ~ ee yn First quality hatch- 
CHAIN.—Prices are unchanged and per cent. ton ~g = shingting, | $11. 0 Son; a first 
the demand satisfactory. FIELD FENCE.—tThere is the usual beet ling. 97, of aos. hatchets, No. 
We quote from jobbers’ stocks, summer lull in sales. ity halchete. tio. Pe: eotem wast. 


Reading matter continued on page ‘72 
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Congoleum 
Gold-Seal Stove Rugs 


Sure-fire Profit Makers 


ty 
lS 












Low-priced, useful, ornamental—three 
sound reasons for the quick sales of Congo- 


leum Gold-Seal Stove-Rugs! 


You ll find that women like them much 
better than the old-fashioned zinc squares 
and stove boards. They cost much less, yet 
look much better! In addition, they are water- 
proof, lie flat without fastening and are fire- 
resisting. Spilled things, ashes, dust can be 
wiped up with a fewstrokes of a damp mop. 
And they come in designs and color combi- 
nations equally as attractive as the famous 


Congoleum Gold-Seal Rugs. 
Many Other Year-’Round Uses 


When stoves go up in the fall, there’s bound to be 
a big demand for these rugs. But—you can sell them 
summer and winter for the hard wear spots around 
the house. They are attractive enough for use in the 
entrance hall; durable and labor-saving in front of the 
kitchen sink and the bathroom basin. The minute she 
sees these little squares, a woman can think of a 
dozen places to use them. 


<6 :32 
eeeeees oS ee - ~ 
a fw oe oe ae eT 

—_— 


Congoleum Stove-Rugs make excellent leaders for 
special sales. And remember—they are guaranteed 





GUARANTEE 








by the Gold Seal label, too. 


Write our Hardware Division Headquarters for in- 
formation about Congoleum Gold-Seal profit-makers. 


CONGOLEUM-NAIRN INC. 
Hardware Division Headquarters, Philadelphia, Pa. 











SATISFACTION GUARANTEED £ 
OR YOUR MONEY BACK 


REMOVE SEAL WITH 
DAMP CLOTH 


All sizes of Stove-Rugs 
available in twoassort- 
ments. Asst. No. I- 
patterns 234, 236, 238. Bs 
Asst. No. 2— patterns ETRE TTT 
No. 240, 242, 244. 

6’ x 6’ G different patterns to a carton). 


4%’ x 4’ and 3’ x 3’ (6 rugs to a carton, 2 each of 
three patterns). 
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HANDLED HAMMERS.—Prices are | OIL STOVES.—A heavy demand con- | duced 2c. per lb. No change on sisal. 






































































































unchanged, and there is a good volume | tinues. Prices remain unchanged. ; We cauote from | jobbers’ Stocks ; 
of sa We quote from jobbers’ stocks, 0.0. cago: No. 1 manila standar 
eanee. f.o.b. Chicago: Old line New Perfec- pee ig 26%c. per Ib.; = 
We quote from jobbers’ stocks, tion 2-burner stoves, $17 each list; manila, 23%c. per lb.; No. 1 sisal, 
f.o.b. Chicago: Vaughn-Bushnell, 16- 3-burner, $22 each list; 4-burner, zo ee. per lb.; No. 2 sisal, 16%c. per 
fey, "610.00" per dea’ Mavacis: sites | fee, Gn tints Baw Improved, Nertee: | 
, : ; on urner, ea s ’ : : . 
per doz.; other makes, 16-0z. machin- $28.50 each list: 4-burner, $35 each SASH CORD.—Business is fair and 
ist hammers, $7.85 doz. and 16-oz. list; Superfex Ly ‘burner, $45 each list; prices remain unchanged. 
nail hammers, $6 doz. 4-burner, $58.50 each list. All sub- ie aeete tees Deed ened 
HANDLES, AGRICULTURAL.—Sales | 39°t.° 30 per — See tae f.o.b. Chicago: No. 7 standard 
are fairly good. Prices are steady. per cent discount. Nesco Oil Cook brands, $9.55 per doz. hanks; No. 8, 
We quote from jobbers’ stocks fete Nt em * Satna gs — a 
a , st; oO urner, eac . . 
f.0.b. Chicago: list: No. 213, 3-burner, $22 each list; SCREWS.—There is a fair demand, 
a ao ee ene. No. 214, 4-burner, $28 each list; No. with prices firm. 
ft., $4.50 d. eft te EO’ de e, 4%2- 215, 5-burner, $39.50 each list; Ww 2 a 
1ik-ft.. $4 don: bit. $4.80 doze x No. 1102 High Shelf only, $5.25 each can? Gusto stom, 30 amt Storie 
‘ ae * $3.40 do, 5-ft., $4.80 doz.; X, list; No. 1103 High Sheif only, $6.50 O. oe» at he ght 
Fr _ 0z.; 5- ft., $2.80 doz. each list; No. 1104, High Shelf only, a gee Per 6 oom new list; 
Hay ~~ Handles.—Bent, chucked $8 each list; No. 1105, High Shelf ie 7 ea - per cent — 
- ore a best grade with strap, only, $9.75 each a Rockweave st; — head faery RK. 5 yr 
_" = cap, 4%-ft., $7.50 doz.; wicks, 25c. each. Nesco Ovens, No. new list; — ead on, ; per 
st ¥ 5 Bape xX, bent, with $5, 1- peer. Solid Door, $2. 10 each cent new oe Sg japanned, 7 -1 per 
cere en Se: ee ee | ae eee |e oe 
2 -ft., $5. .; XX, eac ~ Oo. urner, 
X,. bei $4.50 doz.; 5-ft., $5.50 doz.; Solid Door, $4. 15 each list; No. 10, SCREEN DOORS AND WINDOW 
x, ent, 4%-ft., $3 doz.; 5-ft., $3.40 1 burner, Glass Dove, $4 49 each jist; SCREENS.—Sales are good. Prices 
Oo ‘ urner, So oor, 
ete nt anaes See | Re sei | ee 
. exe *’ > wae oor, . eac st; No. » om We quote hat m bbers’ stocks, 
fc 'siae bent, 4-ft., $4.15 doz.; 4%- burner, Solid Door, $5.40 each list; f.0.b. > cago a 
ARP 24 Hoe po ol —XX, 4% -ft., each list; Nesco water heaters, $45 $22.80 doz.; No. 296, 2-8 = 6-8, $27 
$3.45 doz.: 4%-ft., $2.40 a each list. All subject to 30-5 per doz.; No. 311, 2-8 x 6-8, $32.10 doz. 
ale r% ilies xX, 51, cent discount. Window Screens. — No. 1833, $4.94 
ft.. $5.25 gRake, | Bi, ft. $305 4 ” The manufacturers of Nesco Oil doz.; No. 2433, $6 doz. 
pee > od ak, ; OZ. Cook Stoves have four zone price 
xx 4%- ag anes 90 , 1 ~ Pie tt. lists, varying according to the freight SOLDER AND BABBITT METAL.— 
3 90 foz.; D_handle, best grade, ee There is an active demand and prices 
Oz ade, $6 d : , . 
Spade Handiea ’D husiles, best |PAINTS AND OILS.—Linseed oil takes | #7¢ unchanged. ‘es 
grade, $7.75 doz.; X grade, $6 doz. the expected drop and white lead and We quote rom obbers’ stocks, 
, : : f.o.b. Chicago: Warranted 50-50 
HANDLES, TOOL.—Prices are very | turpentine also decline. solder, $38 per 100 D.; ee 45-566 
strong, keepin : ’ : solder, $37 per 100 tinners’, 40- 
ad — pent —_ eve Bnd from jobbers’ stocks ae ae oe high ‘epee 4 
mm = >. Oo obbers’ stocks, Linseed Oil.—Raw. barrel lots, babbitt metal, $20 per 100 Ib.; 
ce BE actin 2 aecheew, 96 $1.15 per gal.; 5-barrel lots, $1.10 per ty No. 4 babbitt metal, $13° per r 100 
doz.; No. 2, $3 doz.; second owth ae . 
hickory, $5 doz.: finest selected sec- BS yn eg fe oe STEEL SHEETS.—Prices have taken 
ond growth hickory, $6 dos. gal. a sharp mark down in the Chicago mar- 
Hatchet and Hammer Handles. — Turpentine.—Barrel lots, $1.15 per r 
No. 1, 90c. doz.:; finest second growth gai. oo ket and are so low as to promise early 
hickory, $1.50 doz. Denatured Aloohel.—-Barrel lots, 58c. eggs 
HINGES.—A good demand is reported. a ee ee eee ee quote from jobbers’ stocks, 
Prices firm. White Lead.—100-lb. kegs, $15.25; Ps hicago: 28-gage galvanized 
We quote from jobbers’ stocks 50-Ib. kegs, $7.75; 25-Ib. kegs, $3.90; ee 2 ee oe oe 
f.o.b. Chicago: aere strap hinges, —— akegs, i. = ete, The. per sheets, $4 per 100 Ib. , ; 
Sin. 160. __” 5 $5" 270. —— ee ie 2: y ' » WIRE GOODS.—There is a continued 
per doz. pair; extra heavy T hinges Shellac.—(4%-lb. goods) white, $4.25 good demand, while prices are firm. 
in bundles, 4-in., $1.56; 5-in., $1.66; per eae = oe vol We quote from jobbers’ stocks, 
6-in., $2.08; 8-in., 33. 56; 10-in., $5.10 $3. =O to $6.75 per 100 Ib. ‘ f.o.b. Chicago: No. 8 black annealed 


per doz. pair. wire, $3.05 per 100 Ib.; No. 9 gal- 
ICE CREAM FREEZERS.—The sales | PYREX WARE.—There is somewhat vanized plain wire, $3.50 per 100 


lb.; catch weight : ol galvanized 


volume is very good. No change in | of a slowing up in sales. cattle or hog wire, $3.85 per 100 Ib.; 
prices We quote from jobbers’ stocks, 80-rod spool galvanized hog wire, 
4 f.o.b. Chicago: $3.34 per spool. Polished fence 
We quote from jobbers’ stocks, Bread Pans.—No. 212, $7.20/ doz.; staples, $3.60 per 100 lb.; 12-mesh 
f.o.b. Chicago: White Mountain, 1- No. 214, $12 doz. black wire cloth, $1.90 per 100 sq. ft.; 
qt., $4.85 list; 2-qt., $5.65 list; 3-qt., Casseroles. — Round, No. 167, $12 12-mesh galvanized wire cloth, $2.20 
$6.75 list; 4-qt., $8.25 list; 6-qt., doz.; No. 168, $14 doz.; No. 182, $12 per 100 sq. ft.; 14-mesh bronze wire 
$10.45 list; 8-qt., $13.50 list; 10-qt., doz.; No. 184, $14 doz. cloth, $6.25 per 100 sq. ft.; galva- 
18 list; 12-qt., $21.55 list; 15-qt., Casseroles.— Oval, No. 193, $12 nized poultry netting, 55-5 per cent 
25.60 list; 20-qt., $33.20 list: 25-at., doz.; No. 197, $14 doz. discount; galvanized after poultry 
cee tn ont a 1-qt., sg list; *eoK6 5, $7.20 doe: Ne = $7.20 doz No. netting, 50-5 per cent discount. 
4.60 list; 3-qt., $5.55 list; 4-qt., 8 203, $7. 0z.; No. , $7. OZ. A 
list; 6-qt., $8.60 list; 8- id $11. 1.10 list. a. ty = 2 ~~ © $20 doz.; 4-cup, WHEELBARROWS.—The demand is 
All the above less 50 per cent dis- 24 doz cup, doz i i ithe 
aaniak Pp Utility’ Pans-No. 231, $8 dos.: No. very satisfactory and prices are with 
232, $14 doz. out change. 


LAWN MOWERS.—Sales are in good 


. —_ Pr * We quote from jobbers’ stocks, 
volume. No price changes. x + song ty =— = f.o.b. Chicago: Common wood bar- 
Ww , a ° ° rows, . each; common steel tray 
tab | lil ppg ae am, We quote from jobbers’ _ stocks, barrows, $5.50 each; steel leg garden 
Lawn Mowers.—16-in, ball bearing, an Cee: Vee eee a barrows, 96 each. 
5- -in. i . for boys, $1. per pair; for giris, ° 
tein. ball. Rng Swag ey $1.50 per pair. Chicago roller skates WRENCHES.—Sales volume is good. 
wheels, $10 each; 16-in. plain bear- for boys, $1.30 per pair; for girls, Jobbers announce an extra ten on agri- 
ing, 4-knife, Rs rw wheels, $8.65 $1.40 per pair. cultural wrenches. 
cin.’ wheels, $7.85 each; i6-in.. plain ROOFING AND PAPER.—There is a We quote from jobbers’ stocks, 
———. ae. ae 1a. wheels. ian strong active demand, with several f.o.b. Chicago: Agricultural wrenches, 
cin. Ghee. 1 each; ‘ie-in. plain sharp advances recently quoted. Red ot a ga bg yy A 
bearing, 3-knife, 8-in.’ wheels, $5.85 rosin is somewhat lower. engineers arene, oe per, cone 
—. : We quote from jobbers’ stocks, scount OF new lst, son, per 
NAILS.—The demand is steady and fo.b, Chicago: Best grade slate sur- digcount. Trimo, 65-10 per cent 
° ° a ’ 
fairly good. Prices firm. square; best grade tale surfaced, $2.65 aoe on Ses te ikl Senator pat 
We quote from jobbers’ stocks, per square; medium tale surfaced, vice Set, $15.25; No. 202 Heavy Set 
f.o.b. Chicago: Common wire nails $2 per square; light tale surfaced, 8.80; No. 303 Ford Master Service 
$3.15 per keg base: cement coated. $1.20 per square; red rosin sheath- Set $14 $6: N 404 U eel adh tae 
$2.40 per keg base. The extra for ing, $57 per ton. Set. $8.75: No. | mow Wetver tet 
palvanteed naile = now $2 for 1 in. SS tore’ Ni NB00 Sa  daaket’ Set 
: -in. — ic j < ‘ uar 
and longer, $2.25 for shorter than ROPE.—Hay rope is in seasonable de 33°70 70. Al Snap-On Wrenches less 46 


1 in. mand. Prices on manila rope are re- per cent. 
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$200 bring in $1200 


every year 





For the Pickett Hardware Company 


Warren, Pennsylvania 


Three years ago the Pickett Hardware Company, of 


Warren, Pennsylvania, invested $200 in a stock of 
Vollrath Enameled Ware. 


Their yearly sales on this line run around $1200. They 
get a satisfactory markup and the stock turns about 
our times a year. 


This is what they do to get this business: 


They display Vollrath Ware on one table 3’ x 10’ in 
size. Here the most popular items are shown. A sec- 
tion of shelves some 18 inches deep and 30 feet long 
contains reserve stock. 


Twice a year Vollrath Ware is shown in two or three 
window displays. When stoves and refrigerators are 
displayed Vollrath Ware is also shown. Newspaper 
advertisements on Vollrath Ware are run and Vollrath 
folders and stuffers are used with statements 
and in packages. 

New items are featured from time to time. 
The refrigerator dishes have been especially 
popular and item sales increased very satis- 
factorily by this method. 


Sheboygan 





‘Vollrath Ware’, says Mr. S. H. Loding, buyer, “‘is 
a matter of course with us and one of our best selling 
lines. We use the stock sheet for ordering and have 
found it a real time and trouble saver. 


‘Last year, before we had the stock sheet, we sent in 
about eight orders in one month which were shipped 
by parcel post. Now, with the stock sheet, our stock 
order goes in every sixty days. This method saves 
freight, handling costs and inconvenience, and we 
always get what we order.” 


There isa steady trend toward enameled ware through- 
out the whole country. Vollrath dealers are, of course, 
getting the benefit. The Vollrath national advertising 
sees to that. 


National advertising is a part of the Vollrath selling 
plan. Do you know the whole plan? Your 
Vollrath salesman will explain it to you, or 
write for full information. 


THE VOLLRATH COMPANY 
Established 1874 


OLE RAP LL) wins 


WARE 
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Seasonal Lines Moving in Cleveland Market— . 
Retail Buying Continues Consistent 


(Cleveland office 


that the 


B thst the has slackened somewhat, 


chandise for the fall. 


in iron and steel are lower. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—At least two of the Akron 
tire companies have made further ad- 
vances on tires and tubes and other 
makers are expected to follow in line 
with higher prices because of the fur- 
ther advance of crude rubber. The talk 
of advancing prices has helped to stim- 
ulate the demand which is very good. 
Accessories are also moving in good 
volume. 


We quote from 
f.o.b. Cleveland: Millers 
_- jacks, $4.75; Reliable 

$2.33: No 2, 


jobbers’ stocks, 
Falls, No. 
jacks, No. 
$3.33, in lots of 12; 
Best, spark ‘plugs, 96c. each for all 
sizes in lots of less than 50; Cham- 
pion xX spark plugs, 45c. each for 
lees than 1/0 and «ale. each for over 
100; Champion regular, 53c. each for 
less than 100, all sizes; 50c. each 
over 100; Reliable jacks, No. 00, $1; 
To. 1, $1 .25; Nos. 2 and 3, $1.75. 
AXES.—The demand is rather slow 
and prices are unchanged. 
quote f.o.b. Cleveland: 
single bitted rustless 
handled, $20.20 per 
$15.20 per  doz.: 
bronze finished, handled, $19 per 
doz.; unhandled, $14 per doz.; double 
bitted, $5 per doz. additiorl for all 
types; 60c. increase for dozen lots 
weighing 42 to 48 lb. and similar ad- 
vance for each 6 Ib. additional 
weight increase. 


BATTERIES.—The demand for bat- 
teries for radio use is fairly active. 
Prices are unchanged. 


quote f.o.b. Cleveland: 
B batteries, $1.30 each for 
packages and $1.40 for small 


Jobbers 
First grade 
black finished, 
doz.; unhandled, 


Jobbers 

No. 766 
unit 
ots. 

No. 6 ignition type 
teries, 29c. each. 


BINDER TWINE.—While there is still 
some pick up business, buying appears 
to be about over. Prices are unchanged. 


f.o.b. 
binder twine, 
second 


dry cell bat- 


Cleveland: 
$6.9834 

quality, 

The mill price 


Jobbers quote 
First quality 
per 50 Ib. bale; 
$6.611, per bale. 
f.o.b. Xenia, Ohio, is the same as the 
Cleveland jobbers’ price. For ship- 
ments outside of Ohio Jobbe rs quote 
first quality twine at $6.871%4 Auburn, 

N. Y., and Chicago. 


BOLTS AND NUTS.—tThe demand is 
fair. Jobbers are holding to regular 
quotations and manufacturers are not 
making price concessions. 
f.o.b. Cleveland: 
Large machine bolts, cut threads, 
50 and 10 per cent off list; small 
rolled threads, 60 and 5 per cent off 


list; carriage bolts, large and small 
cut threads, 45 and 5 per cent off 


Jobbers quote 


of HARDWARDB AGE) 


usual summer lull is at hand. 
sales are confined largely to staple merchandise, as 
buying of seasonal goods for the early summer is about 
over, and there is not much demand for seasonal mer- 
Fall sales have been fair, but the 
early buying is about over, and it is too early for fall 
seasonal business from retailers who do not buy far ahead. 
Retailers are ordering rather closely, thinking that 
prices will go no higher and may go lower. 
tendency among manufacturers of some lines to hold to 
last season’s prices, although some of the basic materials 
Several makers of cast cook- 

















which indicates 
Jobbers’ 


There is a 


75 and 10 per cent 
$3.90 off 
per cent 


list; stove bolts, 
off list; hot pressed nuts, 
list; small rivets, 65 and 5 
off list. 


BRUSHES.—Although a price reduc- 
tion in the better grades of paint and 
varnish brushes has been predicted, 
one manufacturer has commenced to 
take orders at the old prices and others 
state that their prices will not be re- 
duced. It is stated that the Chinese 
revolution has caused a stiffening in 
the bristle market. 


COOKERS.—tThese are still 
well. 


Cleveland jobbers quote cookers as 
follows: Conservo, standard size, $8 
net. National preserving cooker, 12 
qt., $18; 17 qt., $20.50 


FANS.—Sales have been very satis- 
factory but the cool weather the past 
few days has caused some decline in 
orders. 
Cleveland 


+ 


jobbers quote Robbins- 
Mvers, 10 in. fans, $21; 12 in. fans 
$30; 16 in. fans, $35: subject to a 
dealer’s discount of 30 per cent. 


FURNACE PIPE AND ELBOWS.— 
Sales are light as buying is pretty well 
over for fall. 
Cleveland jobbers 
ae and elbows at 40 
r;ARDEN HOSE.—No price announce- 
ment has come out but the trade looks 
for an advance of ic. a foot. The 
buying rush is over. 
HANDLES.—The demand for handles 
has fallen off and sales are light. 
Prices are unchanged. 


Jobbers quote f.o.b. Cleveland: 

Axe Handles.—No. 1 hickory, $4.25 
per doz.; No. 2, $2.90 per doz.; finest 
selected white hickory, $6 per doz.; 
special white second growth hickory, 
$5 per doz. 

Hatchet and Hammer 
No. 7, 90c. per doz.: finest 
hickory, $1.50. 

Hay Fork 


quote furnace 
per cent off 


Handles.— 
growth 


Handles. — Straight, 
chucked and bored, XX 4% ft., $3.75 
per gag 5 ft., $4.50 per doz.: bent, 
1%, $4.15 per . . Ss &.. $5. 10 per 
doz. : ty bent, 4% * $2.90 per doz.; 
5 ft., $3.20 per ig 

Manure Fork WHandles.—Bent XX, 
1 ft., $3.90 per doz., 4™% ft., $4.25 per 
doz.: X, bent, 4 ft., $2.80 per doz.; 
4% ft.. $2.90 per doz. 

Garden Hoe Handles.—XX. 4% ft., 
= 30 per doz.; No. 1, 4%4 ft., $1.50 per 
OZ. 

Garden Rake Handles.—XX, 6 ft., 
$6.25 doz.; No. 1, $2.65 per doz. 
Shovel Handles.— Regular pattern 


XX, 4% ft., $5.90 per doz.; X, 4% ft., 


Reading matter continued on page 76 
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ing and heating stoves announce that last year’s prices 
will remain in effect for the coming season, and indica- 
tions point to the maintenance of the same refrigerator 
prices for next season. 
vanced by some of the manufacturers. 
that the expected decline in bristle paint and varnish 
brushes will not materialize. 

New radio prices will be out shortly. 
no change will be made in radio tube prices, but there is 
talk of reductions on sets. 

Prices on range boilers, steel sheets and white lead have 
declined. Rope is weak. 

Collections have slowed down somewhat. 


Tire prices have been again ad- 
It seems probable 


It is stated that 


D handle, $5.60 per 


$5.40 


$3.75 per doz.; 
doz. 

Spade 
per doz. 


ICE CREAM FREEZERS.—tThese have 
been selling well for the past two 
months but a lull has developed in the 
demand. 


NAILS AND WIRE.—The demand for 
both nails and wire is rather moderate. 
Regular quotations are being main- 
tained. 

Jobbers quote nails at $2.75 per 
keg for car lots and mill shipment 
and $2.90 per keg for less than car 
lots. 

Jobbers 
stock: 

Nails.—Less than car lots, $3 per 
keg; No. 9 galvanized wire, $3.45 per 
100 Ib.; No. 9 annealed wire, $3.00 
per 100 lb.: cement coated nails, $2.40 
per 100 Ilb.; polished fence staples, 
$3.70 per 100 lb.; galvanized fence 
staples, $3.95 per 100 Ib.; miscel- 
laneous nails and wire brads, 70 and 
10 per cent off list. 

Barbed Wire.—80-rod spools, 
man 4 point cattle wire, $3.25; s 
hog wire, $3.50; American special hog 
wire, $2. 50. 


OIL STOVES AND OVENS.—The de- 
mand for oil stoves continues fairly 
active. There is no change in prices. 


Jobbers quote f.o.b. Cleveland: 
Perfection, 3 burner, blue chimney, 
$22.50; 3 burner double wall, blue 
chimney, $27; 3 burner, Superfex, 
$45: 4 burner, blue chimney, $28.50; 
; burner, double wall, blue chimney, 
3 


Handies.—X_ grade, 


quote as follows’ from 


50; 4 burner, Superfex, $58.50; 
1 burner, junior, $6.75; 2 burner, 
junior, $13.25. Above are list prices, 
f.o.b. Cleveland and are subject to a 
discount of 30 per cent for less than 
ten and 30 and 5 per cent for ten 
and over. 
The following prices 
to a discount of 30 and 


LIST PRICES 


Nesco Oil — Stoves.—No. 211, 1 
burner, $9.50; No. 212, 2 burners, 
$17.35; No. 213, 3 ‘burners, $22; No. 
214, 4 burners, $28; No. 215; 5 burn- 
ers, $39.50; No. 1102 high shelf only, 
$5.25; No. 1103, high shelf only, $6.50; 
No. 1104, high shelf only, $8; No. 
1195, high shelf only, $9.75. 

Rockweave wicks, 25c. each. 

Nesco Ovens.—No. 05, 1 burner, 
solid door, No. 5, 1 burner, 
glass door, 20; No. , 1 burner, 
solid door, : 1 burner, 
glass door, 20, 2 burners, 
solid door, , 2 burners, 
glass door, 2 burners, 
solid door, 2 burners, 
glass door, . 

Nesco water heaters, list price $45. 

Harvard oil cook stove, 2 burners, 
regular, $11.50; 3 burner, $14.75; 4 
burner, $18.75. 

Harvard Grand, 3 burner, $17.50; 
4 burner, $21.50. 


are subject 
® per cent: 
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T pays to give your customers “Most 
for their Money!” ‘That is what 
you sell in a Dietz Lantern. 


First of these “most for the money” fea- 
= — va | tures is swperior lighting power. The 
5 | better construction that gives Dietz 
Lanterns superior lighting power like- 
wise provides lasting strength, handy 
operating features, excellence of finish 
and good looks. 

We have now added the greatest im- 
provement in years—T ERNE BOT- 
TOMS—coated with a mixture of lead 
and tin—a heavy, durable surface— 
giving superior protection. 


Most hardware merchants sell Dietz 
Lanterns. hey believe it pays to give 
“most for the money.” 


R. E. DIETZ COMPANY 
NEW YORK 


Largest Makers of Lanterns'in the World—Founded 1840. 
Output Distributed Exclusively Through the Jobbing Trade. 


“Most 
for 
their 
money” 


CY F 2 


LANTERNS 


_—wl “si 


maeneeneneagngTO 
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Cabinet shélves for both types, 2 
burner, j burner, $4.25; 
— $5.15. Harvard oil ranges, 


Florence, blue or gray, No. 41-25, 
4 burner, mantel and 2 burner oven, 
$49; No. 1-25, 3 burner, mantel and 
2 burner oven, $39.75; No. 21-25, 2 
burner, mantel and-1 burner oven, 
$31; the above are list prices and are 
subject to a discount of 33% per 
cent for less than ten pieces and 
33% and 5 per cent for ten or more 
pieces. A stove, mantel and oven 
are considered three pieces. 


PAINTS AND OILS.—White lead has 
declined %c. a lb. and both turpentine 
and linseed oil are lower. Dealers 
have stocked up fairly well and job- 
bers report sales of all painters’ sup- 
plies rather light at present. 


Jobbers quote f.o.b. Cleveland: 
Mixed Paints, regular shades, best 


grade, $3.10 per gal. for 1 gal. cans. 
Outside white, $3.30 per gal., in 1 
gal. cans..: 

Turpentine in = ., $1.13; less than 


bbl., $1.28 per gal. 
Linseed oil in bbis., 
bbl., $1.22. Boiled, 3c. extra per gal. 
White lead, in 100-lb. kegs, 15%c. 
per lb.; in 50 and 25-lb. kegs, 15%c. 
per Ib.; in 12% lb. kegs, l16c. per 
lb.; in 500-lb. lots, 10 per cent dis- 
count; other prices are net. 
RADIO EQUIPMENT.—Sharp reduc- 
tions will be made in prices on radio 
sets for next fall according to reports 
current in the trade. There will be 
no change in the price of bulbs accord- 
ing to information from the same 
source. 
RANGE BOILERS.—A price reduction 
of 15 per cent has been made on range 


$1.07 less than 
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boilers. Cleveland jobbers quote 30 gal. 
galvanized range boilers at $6.75 each 
for the standard and $8 for extra 
heavy. 


REFRIGERATORS.—No cucnge is ex- 
pected in refrigerator prices for next 
year as one maker has reaffirmed this 
season’s prices and some of the other 
manufacturers have advised the trade 
that their prices will not change. Job- 
bers have done a good season’s busi- 
ness. Although demand is light now 
another buying spurt is looked for. 


ROPE.—Weakness has developed in 
the rope market and concessions of Ic. 
a lb. are being made although no 
change is announced in quotations. 
The demand is rather slack. 
Cleveland jobbers quote first grade 
manila rope, 26%c. per lb. at mill 
and 27c. per lb. out of stock; sec- 


ond grade 2c. less. Sisal rope, 19c. 
at mill and 19%c. out of stock. 


SHOVELS.—The demand at present 
rather light. Prices are firm. 


Cleveland jobbers quote: 

Fourth grade shovels, full bundles, 
$10.75 per doz.; less than full bundles, 
$11 per doz. 

STEEL ROOFING.—A reduction has 
been made in corrugated steel roofing. 


Cleveland jobbers quote 29 gage, 
2%-in. corrugated roofing at $3.89 
per square. 

STEEL SHEETS.—The weakness in 
mill prices on galvanized sheets has 


tat 


Ss 
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resulted in a further decline of $4 a 


ton. 
Cleveland jobbers quote galvanized 
sheets at 4.95c. 
STOVES.—Several makers of cast 
iron cooking and heating stoves have 
advised the trade that their prices will 
not be changed for the coming season. 


STOVE PIPE AND ELBOWS.—The 
spring buying is about over and not 
much business is expected until fall. 
Prices are unchanged. 


Jobbers quote f.o.b. factory: 
Stove pipe in crates - 25 joints. 
Security blued, 28 gag in 
7 in ‘4.20 5 in. $337: 6 in., $3.60: 


Elbows, ty ond pages, corrugat- 
ed, 28 gage, in., $1.02; in., $1.14; 
5 in., $1.26; ey $1.38; 7 1 in” $1.88, 
all per d 


OZ. 

Coal hods, galvanized, 17 in., $5.25 
per doz. for open models. Same size 
close with funnels, $6.50 per doz. 

Stove boards in full box lots, paper 
lined, square, 26 in., $7.35 per doz.; 
28 in., $8.30; 30 in., $9.70; 32 in., 
$11. = same, wood line d,. 24 in.; 
$11. per doz.; 26 in., $13.25; 28 in., 
$15. 50: 30 in., d .30; 


me 20 x 30 in., $9.45; 24 x 36 
. 


WIRE CLOTH AND POULTRY NET- 
TING.—There is still a moderate de- 
mand for wire cloth. Regular prices 
are being maintained. 


Cleveland jobbers quote poultry 
netting, galvanized after weaving, 
50 and 2 per cent off list. Wire 
cloth, $1.95 per 100 sq. ft. for black 
and $2.45 for galvanized. 


Baseball Reporting Helps Radio Sales 





HY is it that one hardware man can take 

some particular line of merchandise and 

make it a leader in his store and run his 
sales of it up into astoundingly large figures while 
some other dealer will tell you that the same ar- 
ticle will not sell, or is unprofitable? It isn’t 
wholly because of a difference in towns or trade 
territories for you will find two merchants in the 
same town, one telling you it can’t be done, while 
the other fellow is busy doing it. 

Take radio, for example—you will sometimes 
find dealers in the smaller towns, especially, who 
claim it can not be sold in a volume large enough 
to be profitable and you can also find men who be- 
lieve in its possibilities and are enthusiastically 
selling it. E. M. Pike of Ortonville, Minn., an 
agricultural town of 1700 population, enjoys lis- 
tening in over the radio himself and believes that 
other people do and consequently sold over 100 
outfits last year. 

Pike got into the radio game when it first 
started and was the first man in his town to sell 
it, an advantage that no one has been able to take 
away from him, although there are now other 
stocks in Ortonville. While he has never had a 
technical knowledge of radio, since he first got 
into the business, he has acquired a good working 
conception. In getting this knowledge, he pos- 
sibly violated one of the rules of sound merchan- 
dising by having in stock, at one time, thirteen 
different makes of receiving sets, enough, as he 
puts it, “to have a radio show of my own.” He 


further says that he “does not fell that he can 
know what a set is or will do until he has owned 
and tried it,” and for that reason bought a great 
many different receivers, but now he is carrying 
only two makes—a medium priced one and a more 
expensive one. 

He has an ariel at the store and has a set con- 
nected up ready for a demonstration at all times, 
and in addition is continually trying out new sets 
in his home. At times the store demonstration 
set proves too much of an attraction, as was the 
case during the world series baseball games last 
year when the store became crowded with fans 
who wanted to hear the score. Pike solved this 
problem by boring a small hole in the floor, taking 
his loud speaker down into the basement, con- 
necting it with a wire run up through the hole 
and then charging 25 cents admission to the base- 
ment. This arrangement in no way dampened 
the ardor of the fans and $35 was taken in during 
the series, 55 people being present to hear the 
last game. 

By building up a reputation of knowing about 
the various sets that are on the market and hav- 
ing a practical knowledge of radio, Pike is able 
to draw business from considerable distance out- 
side of his usual trade territory—one set going 
to a man 42 miles away. Last year, beside the 
100 sets, the store sold tubes and other accessories 
that brought the total volume up to over $4,000 
and the largest amount of stock carried at any 
one time was only about $750. 


Reading matter continued on page 79 
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UTILITY 
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All Around 
Utility 
Use A 








Wherever Stillson Wrenches are used a MORCO functions 
to complete satisfaction. 


Maximum strength built right into it—dropped forged construc- 
tion, oil hardened teeth, a finely finished and correctly balanced tool. 


a ee oh! 


aye 





MOORE DROP FORGING COMPANY 
Springfield, Massachusetts, U. S. A. 


New York Office Chicago Office London Office Paris Office Brussels 
74-76 Murray St. 34 N. Clinton St. 27-28 Anning St., E. C. 18 Rue Corbeau 30-34 Rue Locquenghien 


Office 
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This display will help you. 








“Smiling through” your window 


Another New 
Gillette Display 


—featuring the lower priced 
Gillette Razors. 
woman who passes your window 
will be interested in this display. 
To appreciate its appeal you must 


Send for it. It 
“Smiling 


Every man or 


see it in colors. 
will bring customers 


through”’ your door. 


How are the bobbed hair girls in your neighborhood keeping their necks smooth? The vogue 
of bobbed hair has broadened the scope of the Gillette Safety Razor. 


use of the Gillette Razor in keeping the underarm smooth. 


There is an increasing 


Get your share of this business. 


Send a postcard for display 5T 
Gillette Safety Razor Co., Advertising Dept. Boston, U.S.A 











Carving Sets 


who confines his 








The merchant 





carver sales to newly-weds and _ 





first buyers is overlooking a_ big 
opportunity to sell to the far larger 
number of families which already 







own and use carving sets. As 






families grow, not only in size but 





in wealth, they outgrow the cut- 
lery and furnishings with which 









they began house-keeping and 
sooner or later are in the market 
for better and more expensive carv- 
ing sets, relegating the old set to 
the kitchen. This is especially true 
now that Stainproof blades are so 
popular. Nearly woman 
who sees one, wants one. 


LAMSON & 
GOODNOW MFG. CO. 


Shelburne Falls, Mass., U. S. A. 
New York Office—36 Warren St. 














every 









47 YOU GAN SELL MORE SHEARS 
IF YOU CARRY “EVERSHARP’ 
POPULAR PRICED CUTLERY 


Every customer who visits 
your cutlery department is a 
prospect for shears and scis- 
sors. On the other hand, 
Eversharp Shears will bring 
more women to your store if 
you feature these practical, 
serviceable items. 

They are every day neces- 
sities and are made to retail 
at a reasonable price and still 
allow a liberal profit for 
dealers. 

Let us send details 
and prices. We have 
a complete line of 
Shears and scissors in 
all sizes—in attractive f 
display cartons orf 
@ packed in individua. \ 
boxes. 



































EVERSHARP SHEAR COMPANY 


2000 Knowlton St. 
BRIDGEPORT, CONN.,U.S.A. 


SCISSORS AND SHEARS - 
FOR ALL PURPOSES 


‘ 
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Weewalions of a Cilley Julesmun 


Gift Goods and Items Kindred to Cutlery 


By JOHN CASSIN—A Man Who Knows 








N one of the preceding articles are briefly 
enumerated four of the five divisions of 
cutlery as it appeals to the public. The 
size of department, display space, amount of 
investment, variety of merchandise are all parts 
of the question easily handled and provided for 
by the individual to suit his location and 
OPPORTUNITY. Once he is basically correct 
in the selection of merchandise and method or 
plan of sale the necessary details easily follow. 
The fifth division embracing gift goods and 
items kindred to cutlery as well as items that 
experience has proved can advantageously be 


offered with cutlery can be made more profitable 


and in some instances more attractive as a 
business builder than any other one cutlery di- 
vision—yet without the background of a well- 
arranged assortment of cutlery is seldom suc- 
cessful. 

With some lines of merchandise we of the 
United States notwithstanding our acknowl- 
edged progressive methods are comparatively 
young. So young and inexperienced that we 
have not fully understood or grasped the real 
reason from which our efforts are prompted— 
we are prone to accept “things as they are,” we 
are not a nation of individualists—we travel 
along the Main Street of Merchandising in 
flocks. So considering that cutlery and gift 
goods is a comparatively new business with us, 
it is no wonder we have not developed it as 
fully as our English and European neighbors. 

A visitor to the “‘other side” who happens to 
be familiar with cutlery at home is impressed 


with the wonderful displays of cutlery and spe- 
cialties and the great number of displays seen 
throughout England and Europe. The two 
most striking things about these displays (from 
a trade point of view) are the absence of low- 
priced cutlery and the variety of gift goods 
and items easily sold with cutlery. After view- 
ing many displays in England and Germany 
I could not help believing they shipped their 
cheap low-priced cutlery to foreign markets, 
and as I did not see any of it displayed in the 
better stores of France and Italy—there must 
be other markets for it. Of course, in some 
of the cutlery shops in London, especially in 
the Holborn district, you will see many brands 
of low-priced safety razors (the blades are 
mostly American brands), but you will not see 
low-priced or poorly made pocket knives. So 
it is in Cologne, Paris, Milan and even the 
smaller towns of these countries; emphasis, at 
least the emphasis of display is put upon the 
better grades of all branches of cutlery. When 
I think of all the occasions we have to present 
gifts—how the “Gift Habit” has grown with 
us, I am sure that the merchants of no other 
country have half the opportunity to sell gift 
goods that our merchants enjoy. 

From first-hand experience I know that when 
people on the “other side” think of gifts they 
think of silversmiths, cutlery shops and stores 
that handle cutlery—in these stores you will 
find many cutlery items featured as especially 
suitable for gift goods—fine pocket knives, scis- 
sors and shears, scissor,sets, razors, razor sets, 











Talk “Grind” to Pocket Knife Prospects 


RETAIL salesman in a large Western store has this to say about selling high-grade cutlery: 
A “Most salesmen are satisfied with selling dollar knives. I like to sell knives that range 
in price from three to five or six dollars. 

“T talk the ‘grind’ of a knife to my grade A customers. A pocket knife has just as good a 
grind story as a hand saw has. We all know that a good hand saw tapers from tooth to back, 
and from heel to point; that grinding is the real test of a saw maker. Now a knife is in the 
same class. It does not taper from the edge to the back, as a hand saw does but just the reverse. 
The wider back throws the shaving outward and makes it clear, but the same effect that is 
given by the taper of a saw at the back is given by the taper of a knife blade toward the point. 
As a saw eats into wood, the thick teeth lead the way, followed by the thinner back. This 
prevents binding. 

“With a knife, as your blade goes in you draw it through the work, and as you draw the blade 
the work is carried down toward the point. The back of the knife grows gradually thinner the 
nearer you get to the point. 

“I show that this taper in my high-grade knives is gradual by using a micrometer or a gage. 
Cheap knives are not ground tapering on the back of the blades. 

“T show elasticity of the steel. I use a magnifying glass on broken pieces of steel to show 


quality.” 
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carving sets, stainless knives and forks and 
other cutlery jtems, the display of which is 
flanked with displays of vacuum bottles and 
food containers, beverage shakers, flasks, foun- 
tain pens, refillable pencils, small clocks, 
watches, flash lights, leather wallets and card 
cases, traveling toilet sets and other items. 
Everything displayed emphasizing gift goods, 
yet the store retaining its own character as 
headquarters for cutlery, thus tieing up cutlery 
with gift goods. In no other kind of store will 
one find so many items so suitable for gift 
goods. 

In the great majority of instances the pur- 
chasing of a gift is regulated by the desire to 
present an article of combining usefulness, 
service, quality, fine workmanship. What 
other line of merchandise with the possible ex- 
ception of watches and silverware combines 
the requisites of gift goods possessed by good 
cutlery ? 

Some one who feared competition must have 
created the belief that it was bad luck to give 
or receive articles with cutting edges—but the 
apparent naturalness of cutlery as gifts has 
driven even that absurdity to the background 
—now we can give or receive a piece of cutlery 
without the necessity of observing the old-fash- 
ioned idea that it is necessary for the recipient 
- - the donor a copper penny to offset bad 
uck. 

This recalls one of the interesting sales meth- 
ods employed by one of my old friends, a job- 
ber’s salesman. His sales of the better and 
higher priced knives were not satisfactory to 
his sales manager and when brought to his at- 
tention he was mortified to think that his aver- 
age sale price per dozen knives was lower than 
many others selling the same goods. So as he 
was making his plans for his fall and winter 
goods sales he hit upon the idea of selling more 
cutlery for gift goods, then he bumped into the 
prejudice against edged goods for gifts—to off- 
set that he arranged with the buyer of their 
cutlery department to have a good stock of in- 
dividual boxes for fine pearl] and stag pocket 
knives and for 714-in. bent and 8-in. straight 

_nickeled shears and to put into each box he sold 
a bright new cent. Then with all the enthusi- 
asm that goes with selling something “he had 
created” he started on his campaign to raise his 








average. He succeeded beyond his fondest 
SHOE SLOYD 
KITCHE OYSTER 
PRUNIN RUBBER 
+ PATTERN 
MAKERS’ 


Send 
jor 
Catalogue 








ROBERT MURPHY’S SONS CO., Ayer, Mass. 














the all ’round Sharpener! 


Knife, scissors, sickle, anything, “Shar- 
pit” will keen-edge double-quick. It’s a 
wizard seller—low priced and good profit 
maker. Send for our special offer! 


DAZEY CHURN & 


Y L MFG. CO. 
4301 Warne Ave. 
cS St. Louis, Mo. 
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hopes and year after year he sold pocket knives 
and shears in individual boxes in which were 
included bright new pennies. 

We are a nation of givers—in no other place 
throughout the world are there as many goods 
bought for gifts. The hardware stores that 
are featuring cutlery and gifts attract and draw 
the most desirable trade—the trade that makes 
cash purchases. Featuring gift goods and cut- 
lery as gift goods is good store advertising. 
The treatment accorded cutlery and kindred 
items by English and European retailers and 
the effect of that thought and treatment as re- 
flected by the display of medium and higher 
priced cutlery items and the satisfactory sell- 
ing price per unit, allowing for a fair margin 
to the dealer is simply the result of years of 
experience that has proven that merchandise 
intended for service commands a fair price. 
The user does not want cheaply made cutlery. 

Here, where remuneration is higher than it 
has even been in Europe, there is greater op- 
portunity to sell freely of good quality, well- 
made cutlery. 


The Home and the Paint Brush 


HILE during the last few months your atten- 

tion has been focused upon the house jobs and 

large interior decorating jobs, you cannot 
afford to overlook the small can trade. More and more 
specialties are being sold to the home owner. There 
is a good profit in this business, and it is worth 
making a special effort to go after. For instance, 
colored enamels for painted furniture have a wide 
appeal, and many home owners are doing this work 
themselves. 

A few years ago radiators did not afford much 
paint business. Recent tests have shown that heat 
radiation is increased by painting a radiator with 
enamel or flat wall paint, and the appearance of the 
room is improved by making the radiator conform to 
the color scheme of the walls or woodwork. 

Even such commonplace articles as ash cans or 
wheelbarrows are being painted, and this small can 
trade amounts to a considerable volume. Secure some 
of these articles where striking improvements are 





,made by painting and make some demonstration in 


your store and window that will attract attention and 
interest people in doing some painting which they 
might otherwise never think of.—The Oval. 





What Advertising Necessitates 


S the popular saying goes, Vice-President Francis H. 
Sisson of the Guaranty Trust Company, New York, 
said a “mouthful” the other day with the follow- 

ing: “Every dollar spent for advertising adds to the neces- 
sity for exactness of statement and integrity of product.” 

In spite of everything which has been said to substan- 
tiate what Mr. Sisson so happily reiterates, there still is 
necessity aplenty that a realization of it shall be brought 
home to the average consumer and, which is even more 
important, to the average retailer, jobber, manufactur- 
er’s salesman as well as the manufacturer himself. 

No laws or regulations intended to hold high the stand- 
ards of manufactured products, of whatever type they 
may be, can be anywhere as effective as a conscientious 
desire upon the part of the manufacturer to advertise 
truthfully and to se along quality lines, whether that 
desire beinborn and natural or artificially created as a 
result of the impulse derived from advertising which Mr. 
Sisson mentions. 
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CHRADE ()AFETY 
Push Button Knife 


. No Breakingof 
Singer na Hie 





© Safety 


| Tele 2 


From knife sharpener 
to grinding wheels. - - 


Experience is built in 


Sure to sell on sight. 


Absolutely safe in pocket snd in use. ? 
or convenience you can’t beat it Whatever product it may be from The Cleveland 


Easily operated with one hand. Stone Company, the seller can always be sure of 
The safety slide locks the button. the fact that his customer is getting the benefit of 
You can't afford 1o be without it. the nearly 80 years of experience back of the 
eave fl LY SHARP business of making abrasives for domestic and 
[VERLASTINO a industrial use. 
Schrade Cutlery Co, Whether grindstone, grinding wheel or knife 
piemmmantanete ct Catastas Sasaat Havee sharpener, there is full confidence that a Cleve- 
ee ee ee land Stone product will do the job in hand and 
ORDER THROUGH YOUR JOBBER OR DIRECT do it well. 














STERLING 
Substantial light running. 


Mounted with a ‘‘Cleveland’’ 
Grindstone, genuine Berea 
or Lake Huron grit, which 


we alone manufacture. 19 
to 22 inches in diameter, 
1%” to 2%” thick. Frame f 
can be set up in a jiffy— 
merely by manipulating one 
bolt. Shipped knocked down } 
and crated. 








Largest distributors of Straight razors in 
the United States 


If your haven’t them in stock send for catalog B 


Shumate Cutlery Corp., St. Louis, Mo. Established 1884 





Harvest King 


Frame of ony angle steel 
14%” x 1\%” 1%”, strong- 
ly braced ont is 








with our standard high 
grade selected ‘‘Cleveland’’ 
Grindstone. Shipped folded 





complete, stone crated separ- 
ately to save freight. 


The Cleveland Stone Co. 


CLEVELAND, OHIO 
Grinding Wheel Factory, Tiffin, Ohio 





ONLY 98c. 


per set bulk 
in dozen lots 


If you want to 
increase your 
profits write for 
our 290 page 
catalog illustrat- 











ing hundreds of BRANCHES 

bargains | NBW YORK CHICAGO 

clocks, cu 283 Front Street 23 S. Jefferson Street 

silverware, etc. 

Write now. 

Don’t delay. 

He I, i aeet a ithe ae Sa De —a Cleveland Stone Company prod- 
an m um ES ON P e > 

Se chee baile and cust Ghelk. Ia bulk, waakeut bak, par Gul... -s > Wee. uct will do the work—do it well. 





JOSEPH HAGN COMPANY 
MANUFACTURERS—DISTRIBUTORS—WHOLESALE 
223-225 West Madison &St., 

Dept. HA Chicago, Mlinois 
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Taps You Can Sell 
With Confidence that 


They Will Satisfy 


The hardware dealer who is look- 
ing for Taps that he can recommend 
unfailingly for every purpose, will 
find them in Threadwell. 

Threadwell Taps are made of the 
best tool steel especially adapted for 
the work intended. 


The use of a special machine in- 
sures the absolute accuracy of the 
threads of all ground thread taps of 
our manufacture. 


Besides Taps the line of 


THREADWELL 


TOOLS 


includes Dies, Reamers, Screw Plates 
and kindred Small Tools of more than 
usual merit. 

These tools:are the kind that build 
permanent trade and good will. 

We have just issued a handy 8&8 
page Catalog which gives full infor- 
mation about the complete Thread- 
well Line. 

This Catalog cancels all previous 
editions and every dealer should have 
a copy. 

You'll find us the kind of people 
it’s a pleasure to do business with. 
Write! 


The Threadwell Tool Co. 


Greenfield, Mass., U. S. A. 
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A World of Contrasts 


(Continued from page 55) 


This priest told me a most interesting fact. We 
were discussing the miracle of the manna with 
which God fed the Hebrews in the Wilderness. 
“Do you know what manna is?” he inquired. 
When I answered in the negative, he said that 
manna is the result of a very curious natural 
phenomena. It is found only in that part of the 
world. He stated that on dark, cloudy days, at a 
certain temperature, certain trees, through their 
leaves, would sweat a liquid that upon exposure 
to the air turned as white as snow. These trees, 
on account of this phenomena, turned almost 
white. This substance dried on the leaves into a 
white powder. It was scraped off by the natives 
and made a very delicious food—very sweet, al- 
most like sugar. Some years there is a good crop 
of manna and sometimes, for long periods, it 
never appears at all. He stated that the natives 
would mold manna into square blocks. It would 
keep indefinitely and would be cut just as we 
might cut loaf sugar. “But,” I said, “how could 
the Children of Israel find manna in the desert 
when there were no trees there?” The priest 
looked at me with an expression of pity and re- 
marked very simply, “But you see, that was a 
miracle. God saved the Children of Israel by 
having manna fall from the skies to feed them.” 

* * “ 

Then I told him that manna had also fed the 
Israelites at the English Derby because a horse 
named ‘‘Manna,” owned by a Hebrew gentleman 
by the name of Morriss, in Calcutta, had won the 
Derby and all the Hebrews were backing this 
horse, thus profiting muchly. He looked at me 
with a smile and a twinkle of the eye and said: 
“That also may have been a miracle!” 


It was late. The end of the dancing was at 
hand. My strange friend handed me his card and 
when I went to my steel, cell-like cabin, I read: 

“Rev. J. Naayem 

Delegue Du Patriarcat Chaldeen 
De Babylon 

‘Officier De L’Instruction Publique.” 


His address in New York is 503 Fifth Avenue. 
~ * - 


As I turned into my berth, I thought to myself, 
““US’ Americans were pretty smart people and 
deserve a lot of credit for having ourselves born 
in America!” The dancing was over. The or- 
chestra was playing: “‘God save the King!” 








Fadhling 


T is said that the Arabs have a word which defines the 

_ procedure which they customarily go through, the dis- 
cussion of irrelevant topics (small talk about the weather 
perhaps) before they actually get down to talking busi- 
ness. It is “Fadhling.” 

It is difficult, indeed, to steer a happy medium course 
in salesmanship between what might be called fadhlingism 
and brass-tackism. We know of merchandisers who, in 
talking with the prospects and customers, seem to be tell- 
ing jokes and emitting small talk practically to the ex- 
clusion of anything else. And we know other merchan- 
disers who make it a practice to talk brass-tacks from the 
very drop of the hat. 
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‘Bill Clark, Window Scout 


Bill Clark, of Martin & Clark, Hardware Dealers, 
writes his impressions of Spring and Summer dis- 
plays in a series of letters to his senior partner 


Stuttgart, Ark. 
DEAR MART: 

Stop your kidding, Mart. The idea of Emil and 
Nancy getting married. ’Pon my word, I thought 
their engagement was of the everlasting kind 
with no marriage in prospect. How many other 
Cellarsville flaming youths are planning to quit 
playing pool and poker? 

I am not so concerned with the sentimental side 
of double harness as I am with the business side. 
If the couples were in the big cities they would 
probably set up house in one room, in a boarding 
house, both go out to work, and eat their meals 
on the run. In Cellarsville they will start up 
house in a place big enough to accommodate the 
whole blamed population. 

Which brings me to the point. We've got to 
run a bride window with all the fixings if we 
want the brides not to look at other follow’s wives’ 
home equipment when their hubbies are away. 
Work, work, work, that’s it, Mart. 

I’m shipping you several cute kewpies, for we 
are going to have a lot of use for these dolls be- 
fore the year is out. We can’t run to these wax 
mannikins whose filmy attire has given many a 
man a squint in one eye. 

Down here in Pickering’s window was a bridal 
procession. I looked for the best man, the min- 
ister and the old folks, but either Pickering’s 
display men was shy of dolls or he hadn’t room for 
the gol darn family. This short and snappy wed- 
ding procession only took in the bride, groom and 
one flower girl—all of them in their best cold 
storage outfits. The floor about them was littered 
with artificial flowers, none of which were dande- 
lions and buttercups. If you will have real flow- 
ers, Mart, there isn’t much romance to a dande- 
lion, so you can’t save a little that way. White 
chiffon was artistically draped from the bridal 
pair to the center rear. Apparently this was a 
home wedding, to suggest which the wall paper 
around the rear and sides was of an attractive 
chintz pattern, whatever that may mean to you. 

I’m just getting to the selling part of this win- 
dow. Pickerings had the hunch that they could 
sell a lot of these electrical jiggers, for displayed 
on shelves across the rear and around the sides 
were irons, percolators, toasters, grills, vibrators 
and lamps. The overflow were on billows of 
white chiffon at the front sides. Deep stuff was 
on a card which pointed out that—‘“The Bride of 
Today Will Be the Hostess of Tomorrow.”’ Mean- 
ing, I suppose that after the honeymoon had 
fizzled out we may be invited to an indigestible 
dinner at Emil’s house. 

Yours for more freedom, 
BILL. 





Stuttgart, Ark. 
DEAR MART: 

Were I back again in single harness, and some 
widder vamped me so hard that in self protection 
I had to get back into double harness, the hitch- 
ing up process would be doubly pleasant to me 
if we were remembered the same way the newly- 
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The CAPPER 


that sells fast at a good profit 


ETTING your share of bottle cap- 

per business? Remember,summer 
beverage time means a tremendous 
sale of bottle cappers. Sell your share 
of cappers by stocking and demon- 
strating these 


EVEREDY FEATURES 


— Beautiful, nickel finish 

— Strong, all-metal construction 
— Sure, easy sealer 

— Never breaks bottle necks 

— Caps any size bottle 


Every home wants its own capper these 
days. They all want EVEREDY BOTTLE 
CAPPER as soon as they see it. Display it. 
Demonstrate it. Then watch them buy it 
—and tell their friends. It looks like silver- 
ware and makes a fine display for window 
or counter. 


Steel base, plain . . . . $1.25 
Wood base 1.50 
Steel base padded... 1.50 


Ask your jobber about this and the Everedy 
Strainer Set, or write us for full details. 


THE EVEREDY COMPANY 
5 East Street FREDERICK, MARYLAND 


~~ F. eS €@ 
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An Education 
in Hardware 


Selling 


The ambitious hardware clerk who 
wants to be more than a clerk can 
find a complete education in retail 
salesmanship in the advertisements 
published in each issue of HARD- 
WARE AGE. 


Skilled merchandisers suggest effec- 
tive ways to attract the customer’s 
attention and to create in him the 
buying impulse. Every advertise- 
ment will suggest an idea to the en- 
terprising salesman. Window dis- 
plays, store and counter displays are 
all suggested. Construction details 
are given to help you make your 
sales talks of practical value. 


Read the advertisements carefully 
for the sales help they bring you. 
Following are some of the ideas you 
can use: 


PAGE 
Making Your Tool Line Stronger 
Page 6 
What Do You Know of File Con- 
| rs Page 8 
A Chart That Helps Golf Club 
Pl éhcceteresnbaseaees Page 16 
Want to Be a Fire Arm Sales 
BEES naveccesaceeceme Page 19 
Rust-Proof Screen Cloth Builds Cus- 
tomer Confidence ........ Page 67 
Floor-Covering Leaders for Special 
NE ck knes 60000085084 Page 71 
A Display That Will Simplify Knife- 
Sharpener Sales.......... Page $l 


“Glass Hardware” Appeals to the 
Particular Home-Owner.. ..Page 86 


Dealer Enthusiasm Wins Sales.Page 87 
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weds were thought of last June by the Conn Hard- 
ware Company. That is, of course, if I was not 
. much traveled man and a much married one 
also. 

If the Stuttgart couples got nothing else for 
a wedding present but a silver jam spoon from 
the Conn Hardware Company, they had nothing 
to kick about. You have to hand it to this small 
town store for enterprise, for they ransacked the 
wedding records during June and used them to 
make up a mailing list. 

The little package was mailed'in a plain wrap- 
per so that it looked like a bread and butter gift 
from a friend or relative. But the bridal couples 
were given something to spread the jam on the 
said bread and butter. On opening the package 
the bride was either agreeably or disagreeably 
(according to whether she had received any other 
jam — surprised to find a little poem printed 
on a card: 


“To you who are wedded in June, 
We gladly present this Jam Spoon. 
May your life together never be less sweet 
Than that which from it you are served to eat; 
May your sorrows be few, your joys a great 
many; 

Such are the wishes for you of the 

CONN HARDWARE COMPANY.” 


I used to be able to write such sentimental 
gush as this myself once upon a time, but as we 
are both now too far gone along the wedded road 
to repeat the stunt, we might try palming off this 
romantic dish on our local newlyweds. 

The only polite thing the Stuttgart June Brides 
could do was to visit the store to express their 
thanks in person. I guess the Conn Hardware 
people had a gushy time of it. Had I been in 
their place, I suppose I would have carried on a 
few mild flirtations with the pretty brides and 
recovered my lost youth. 

Now for the window part of this stunt. On 
visiting the store a striking display of bridal elec- 
trical appliances served to intrigue the brides, 
who blush no more since rouge came into fashion. 
Practically the entire range of electrical appli- 
ances, from washers to lamps, comprised the 
window contents. There was a green crepe paper 
covered pedestal at the right rear corner. I sup- 
pose green hinted at the danger signals of jeal- 
ousy in the married state. If the brides passed 
this signal, there was another reminder in draping 
the walls with the same green crepe. I find, I too, 
have this tendency to overlook signals, for I am 
skipping too fast, and forgot to tell what was on 
the pedestal. A jamingly sweet young bride (of 
heavy cardboard, although the flapper bride ought 
to be made of wood from her head upwards) was 
on this pedestal, but it is hard to tell how long 
her husband will keep her there. At any rate, 
Mart, she looked her natural self in a wedding 
gown and bouquet, which did not cost much since 
they were done in white crepe paper (a tip to 
fathers and husbands). The goodly selection of 
electrical appliances was arranged about the 
lower steps of the pedestal and other parts of 
the trim. I am sending a picture of this window 
in case these rambling remarks have confused 
you. 


Jammily yours, 
BILL. 
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CLINTON 


GALVEX Screen 
Wire Cloth 


Pure zinc properly ap- 
plied gives the best protec- 
, tion to steel wire. Applied 
after wire cloth has been 
woven, it forms a protec- 
tive coating to all the 
fabric, interlocking every 
intersection and making the 
cloth, in fact, a composite. 


Experience has shown 
that Galvex Screen Cloth 
with its heavy coating of 
zinc, scientifically applied, 
will long resist the destruc- 
tive effects of exposure to 
weather. 


The wire in this cloth is 
drawn from rods made in 
our own steel mill, insuring 
the correct analysis of steel 
for fine weaving wire and 
correct annealing and draw- 
ing to size in our own mills. 
This insures not only a 
uniform grade, but a pre- 
cise grade, a cloth which 
we as manufacturers can 
stand behind and guaran- 
tee. 


Galvex is a cloth of en- 
durance. The rich gray 
color of surpassing beauty 
which appears in the fin- 
ished product lasts well 
under any climatic condi- 
tion. 


Full rolls 100 lineal feet. 
Widths by two inch steps, 
18 to 48 inches. Meshes, 
12, 14, 16 and 18. 








American Wire 
Fabrics Corporation 
Subsidiary of 
Wickwire Spencer 
Steel Co., Inc. 


General Offices 


41 East Forty-second Street 
New York 


Western Sales Office 
208 South LaSalle Street, Chicago 
Worcester Buffalo Philadelphia 
Cleveland Detroit San Francisco 
Los Angeles Seattle 
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F and N 


Lawn Mowers— 
A Standard of Quality 


For nearly fifty years F. & N. Lawn 
Mowers have given unfailing satisfaction 
to every customer. 


Today millions are using these mowers in 
preference to others. 


The fact is that every F. & N. Lawn 
Mower is made in its entirety in the big 
F. & N. factories by experts and not 
merely assembled. 


The materials, machinery and labor em- 
ployed are of the highest grade and every 
piece of machinery used is especially de- 
signed for the work intended. 


Note the exclusive feature described be- 
low and send for literature. Write us if 
your jobber cannot supply you. 


The F. & N. Lawn Mower Co. 
Richmond, Indiana 
The World’s Largest Lawn Mower Manufacturers 





Patented 
Automatic Ball 
Bearing 
Adjustment 
an Exclusive 
. F. & N. Feature 














This special feature makes every Ball Bearing 
F. & N. Mower, Self-Adjusting—Self-Sharpening, 
without any attention on the part of the operator. 











86 HARDWARE AGE July 9, 1925 





























ae 





Approved! 
by the keenest buying 


brains in the country 


Through unity of effort, 
large scale production, the 
elimination of waste by 
the use of efficient ma- 
chines, the hearty coopera- 
tion of satisfied employees 
and specialization, the 
Tubular Rivet and Stud 
Company has for 50 years 
manufactured rivets that 
are the recognized stand- 


ard in their field. 


KHAKI ITT 


TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


Coast Representative 
J. T. McDEVITT 


Postal Telegraph Building 
SAN FRANCISCO, CALIFORNIA 













































































TEGCO 


—(slass Hardware=, 


This new modern merchandise 
creates new and profitable business 


for you. 
Genuine Hand-Cut Glass Door 
Knobs 


(Design patent applied for) 








Cut actua! size of 214” 
The knobs are mounted in solid cast 
brass shanks with wrought or cast 
brass roses. 





No. JT21E Crystal 
Glass 
No. 821E Opal 
Glass 
At a glance you can readily see the advan- 
tages and beauty of these door fasteners. 
The above “NEW” goods are made in our 
own factory. Thev are of the highest qual- 
itv glass and the very best of brass trimmings. 
For sale by all leading jobbers in U. S. 
and Canada 
Write us for name of nearest distributor. 
Manufactured exclusively by 


Technical Glass Company 


Incorporated 
2050 East 48th St., Los Angeles, California 
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New Standard Win-Dor Operator No. 7 

















* le ....itis without doubt the 
best. 





“T notice that nine out of every 
ten people who come in here 
after having seen the adver- 
tisements, buy without ques- 
tion as soon as a model is 
demonstrated to them.” 


“We have approved the ad- 
juster No. 7, choosing it 
froma field of seven or eight. 
Two of these were below 
Win-Dor in price.” 


66 9 h ne 
Now I'm Glad reer 
I Bought It! Seeders Seawens 


estimates accepted, but it is 











A Deming merchant sold an “Oil-Rite” Water our honest opinion that No. 
System to a prospect after several apparently 4 was one of the reasons why 
futile attempts to convince her of the superior they were taken up.” 


advantages of this highly efficient outfit. 


ee 
The sale was finally made only because the We have sold already dur- 
merchant was so “sold” on the Deming “Oil- ing the week's time we have 
Rite” that his enthusiasm eventually won the had the sample, 1o4adjusters 
prospect’s consent to buy. and are almost certain of 
selling 176 more.” 


’s h 

| that’s how 

Ld mie ve we = ~_— Ne am) Wate * e é 
-Rite” (automatica oiled ri ater 

Geet There are so » en satlban points in they Yr e moving ae 


this outfit that you can’t help but feel like talk- ; 
ing about them. And that’s the first step in And no wonder—the best Casement Window Operator we 
making sales! have ever made and retailing at only $2! But with a good 

margin for you—just send the coupon and find out. And one 
more thing—the new demonstrator samples are now ready. 


After the installation was made and running 
water was available at the turn of a faucet, the 
customer was delighted with her purchase. 





You'll want a catalog, of course. 























COUPON 
° The Casement Hardware Company 
The D eming Co. 224 Pelouze Bldg., Chicago 
Est. 1880 : I want to know all about this new 
Salem, Ohio - a 
InN] or 
OPERATOR 
Also about discounts and your Dealer plan. 
Name 
Address ] 
H. A. ’ 
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Repeat Order 
QUALITY 


AAA AA 


eC 





We will be glad to send you prices. 


BEMIS & CALL CO. 


Bemis & Call Wrenches offer more than 
immediate sale possibilities. Their excel- 
lent quality and improvements guarantee 
a large and more satisfactory business of 
repeat orders. 

They make good in service and make 
friends with their users. Their “friends” 
are your best assets. 

Handles, Frames and Bolsters are one 
piece, powerfully braced. Screws are made 
of solid high grade steel. Bars forged 
4 open-hearth steel with oval front and 
ack. 






MA 


Springfield, Mass., U. S. A. 





ATCC 











ARMSTRONG’S 





Oo00@ 


Improved Nipple Holder 


No. 20 for No. 2 Stock 
Range %—1” Right or Left 
No. 30—for No. 3 Stock 
Range 1—2” Right or Left 


The right nipple is always on the job 
when you carry one of these tools. 


The Armstrong Mfg. Co. 
Bridgeport 
Conn. 








Vt Marks — 
ov all Polished Siti 


as plainly as aPencil onPaper 


. d 
Llatsoe vere” 
Does away with Price Labels 


Marks distinctly on- 
Agateware,Glassware, 
Tinware,Cutlery, Steel, , 
and all Metal Surfaces. 4 










~ 


REN 1.Cut through 
ty, one thicknes 
a between 
A} first two 
perforations 


svats0e/ 





2.Loosen 3. Pull 
the strip cA the strip 
once wane straight 
around. 
— RQ / away. 
important 


PENCIL COMPANY 
PHILADELPHIA — U.S.A... 


wd 4-1-0 Va 


f ae ~ PANY \ | S E 
Lea OMEN, BBV GR Re RAI BRY Be 


4 
' | SP. GEE. ARE oy 


Pa O81 1-1-4: (ole) Mo AT 





ee 


4 


SOO MILLS ST. BUFFALO,NY 
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Triple Coated Finish 


-~“BATHWHITE Fixtures are made of solid brass. 
They cannot rust and there are no unsightly 
solder joints. 


On this firm base are three coats of the best and 
most durable enamel that can be used applied by 


and holds its gloss indefinitely. Wéill not chip or 


crack. 

These are qualities your customers want in bath- 
room fixtures—durability and attractiveness. The 
pure white of BATHWHITE matches the per- 
manent fixtures of the bathroom perfectly. 





Write us for prices and information on free dis- 
play board. 


a special process. This makes a beautiful smooth 
surface that does not stain. It is cleaned easily 


E. H. Titchener & Company, Dept. 4, Binghamton, N. Y. 
New York Office, 74 Murray Street Chicago Office, 34 No. Clinton Street 


BATHWHITE FIXTURES 





pores ' 
» NN 





The Wrench That Answers Every Call for Help 


Some prefer the Steel-Handle model, 
but whichever their choice they know 
the Coes Wrench will never fail when 
put to the test. 

See that your stock includes the fol- 
lowing standard sizes: 6”, 8”, 10”, 12”, 
15”, 18”, and 21”.. Then you won’t lose 
sales thru not having the size wanted. 


Ask your Jobber to supply you 
COES WRENCH CO. 
“In Business Since 1841” 


Worcester Mass. 





As a ship answers an S O § at sea, 
so does a Coes Wrench answer every 
call for help on land and water and 
always satisfactorily. 


The shop, the mechanic, the farmer, 
the home owner and owners of motor 
boats all find a real need for the sturdy 
Coes Wrench. 


Selling Agents 
J. C. McCARTY & CO. 29 Murray St., New York 
JOHN H. GRAHAM & CO., 113 Chambers St., New York 
FENWICK FRERES 8 Rue de Rocroy, Paris, France 
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To Secure a Well Established Manufacturing Business 





A Real Opportunity 






All Equipment, Patterns, Tools, Jigs, Dies, Machinery, Stock and Ma- 
terial necessary to manufacture a fine line of Locks, Latches and Cyl- 
inder Key Blanks. 


This line enjoys a good reputation. Incorporated in 1910, Capital Stock 
$75,000 All Issued. 


This is an excellent chance to obtain a business free from debt. Thor- 
ough investigation invited. Send inquiries to Box No. G653, Care of 
Hardware Age, New York. 





















For the Life of a Lawn— OBERG’S FILES 





H. B. 








The New 


SHERMAN DIAMOND / 
HOSE NOZZLE ®) C.0. OBERG & C9 


A perfect attachment made of 
heavy wrought brass for cov- 
ering more ground in less 
time. It throws more water | : 
farther —thus shortening the FULLY GUARANTEED 





With the trade marks 









important hours of lawn and 
garden sprinkling. A larger Circular Cut Files 


nozzle with a larger stream and 
a volume spray. — 
shut-off. 


PANSAR 





Are made of the finest Swedish Charcoal-steel. 
Skilled craftsmen all over the world do know 
Oberg’s files as reliable tools worthy of utmost 
confidence owing to their sharpness, great endur- 
ance and uniformity of temper. 


Order from your jobber today, or write 





in display carton featuring "Per SCANDINAVIAN 
Individually ly Lt He WESTERN IMPORTING COMPANY 


116 Broad St., N. Y. 
SHERMAN MF G. CO. 509 E. Hennepin Ave. Coristine Bldg. 


BATTLE CREEK, MICH. Minneapolis, Minn. Montreal, Can. 











































Osborne High Grade Punches 


MILBRADT 
LADDERS 


Will pay for themselves in a 





ons time ees cease you Belt Punches - — en 
the wear and tear on your Spring Punches evolving Punches 


as bring the appearance of 


your store up to date. A varied and attractive line for the Hardware Trade. Also: Leather 


Workers’, Trimmers’ and Upholsterers’ and Plumbers’ Tools of superior 





Write for catalogue show- quality. 
ing a large number of styles The above tools will please your customers, as well as our famous Round 
suitable for all kinds of and Oval Punches. 
shelving. Remember we have had 99 years of successful manufacturing experience 
employ only skilled workmen and use the finest quality of materials in 
Milb it Mf C making our pi-ducts. 
a We stand back of every tool we make. Try us. Write for Catalog 
2411 N. 10th St. viens pinata i 
° S. OSBORNE & CO., NEWA ° 
St. Louis, Mo. - ESTABLISHED 1826 — 
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A GUIDE TO BETTER BUSINESS 


Heller’s Reference Book on Hardware Stgre Fixtures will 
be mailed free upon request to any Hardware Dealer. 








Every one of the scores of beautiful pictures and every line Cc 

of the reading matter is designed to increase sales in oupon 

Hardware Stores. . 

Many of the interesting problems solved in modernizing W. O. Heller & Co. 

over 2000 Hardware Stores are made clear. Always the Montpelier, Ohio 

Dealer writes, ‘‘You have increased my sales.”’ . cal 

The display difficulty that has baffled you has probably al- Please send without charge 

ready been solved in one of these many Hellerized stores. and without obligation on my 

It need bother you no longer. Ask for your copy of part the reference book on 
-e Book No. 27-A. 

Reference Book No. 27- Hardware Store Fixtures ad- 


W. . HELLER & CO. ora Hardware Age 
Main Office and Factory: 
700 Wabash Ave., Montpelier, Ohio 


Eastern Display Room: 
20 Vesey St., New York City 


SE ee 





Be re 

















CARY’S 
Universal 
Box Strapping 


Made of soft steel through 
which nails can be driven 
easily. Put up in coils of 
300 feet and packed 20 coils 
in a case. Every coil is 
equipped with our patent 
metal hanger which makes 


Brings Boat Owners 
to Your Store 


We guarantee every can of 
Jeffery’s No. 7 Marine Glue to 
stop all kinds of leaks and make 
any boat perfectly watertight 
and leakproof. 


Equally adaptable for wood 
boats or steel—from a canoe to 
it a complete reel. 


JEFFERY’S CARY’S 


Our 
Waterproof Marine Glue Saw Edge Joint Fasteners 


. . Cary’s Continuous Cutting Edge Saw 
is a big seller wherever boats are used—lakes or sea- maak Mauaieae cae. cae a the best 











shore. quality Cold Rolled Strip Steel, insurin 
It is Nationally advertised and our famous slogan, ae ian tn, ae —_ find ican 
“Does your boat leak?” has brought responses from all tures between the corrugations. Special 
parts of the world. effort is made to have the corrugations 

: , , uniform so that they have equal draw- 
We furnish dealers and marine supply stores with ing strength, 
Booklets bearing their name and address that tell all Saas fasteners are per cm gp 

manutacturead wi 8) 

about this glue and bring boat owners to your store. We edge, the patents, process and machines being owned by ourselves. 
refer all inquiries to the nearest dealer. Write for Made in various widths and cgrrugations, also in coils wound 
discounts. right and left. 


Also Manufacturers of Steel Mats 


L. W. FERDINAND & CO. CARY MANUFACTURING CO. 


150 Kneeland St. Boston, Mass. Manhattan Bridge Plaza Brooklyn, N. Y. 

















Reduce Your Stock—Sell Tacks by Length 


Selling tacks by LENGTH instead of 
by NUMBER saves time for both cus- 
tomers and clerks, as the size is shown 
on the Display Cartons. 

Dealers can now meet all household 
requirements with about one-half the 
stock formerly carried, as the sizes are 
now graded in eighths instead of six- 
teenths, thus eliminating many unneces- 
ral sizes which were found to be “Dead 

to 

Insist on getting Holland and Shelton 
tacks from your jobber. 





The Holland Mfg. Co. | The Shelton Tack Co. 
Baltimore, Md. Shelton, Conn. 
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The Improved air duct increases the heating 
capacity about 30 per cent in our 


WASHINGTON 
HOME FURNACE 


the cost of digging cellar. 


Produces circulating, moist heat for 
five to seven rooms. Only stove or 
furnace ever built without name plate 
or advertisement on the outside. 


(Name is molded on the inside of 
front door.) 


Beautiful grained mahogany finish 
harmonizes with finest mahogany fur- 
niture. (Also in plain finish for one 
third less.) Made in the same plant 
in which we manufacture 100,000 
Washington Stoves and Ranges an- 
nually. Can ship promptly, as we 
now manufacture fifty furnaces per 
day. 


Hot Blast Fire Box 


Correct location of water pan. Most 
beautiful and most expensively con- 
structed furnace now on the market. 


Gives the consumer an excellent value 
“No—This is not and the retailer a handsome profit. 


” 
a Victrola Write today for exclusive agency 
Patent No. 12494 plan; your district may be open. 


Gray & Dudley Company 


NASHVILLE, TENN. 


*“‘We melt more than 100,000 unds of 
Southern pig lron per,day.’ 





Placed above the fleor, hence saves 











Moe’s Poultry Fountains 














Fills from the top, easy to keep clean and wholesome. 
The double wall construction keeps water cool in sum- 
mer, and retards freezing in winter. Feeds automat- 
ically, no valves. Heavy galvanized iron in three sizes, 
one, two and four gallons. A great favorite with the 
poultry man. 


MOE'S 





a a 
LEG BAND 


Write for catalog of Moe's Big Line of Equipment. 


HOEFT & COMPANY, INC. 


Manufacturers 
2305 Davis St. North Chicago, IIL 

















TELESCOPING 
100% EXPANDING SPRING 
/LOCKING POSTS 
3 
“at 











Give Your Salesmen This Advantage 


Proudfit Loose Leaf Catalog Binders are pounds 
lighter and inches smaller than ordinary books 
and binders. 


Simple locking mechanism, narrow binding 
margin, flat opening, business-like appearance 
and ready accessibility will give your Salesmen a 
great advantage in approaching a _ prospective 
buyer. 


A Proudfit Demonstrator can give you the de- 
tails. 
Agencies in all principal cities. 


PROUDFIT LOOSE LEAF CO. 


21 Logan Street Grand Rapids, Mich. 





















et 





MILWAUKEE 
MADE 


.| For the Hardware Trade 


Here are illustrated a few of 
our many kinds of Steel Wire 
Brushes of Highest Quality of 
which we manufacture the most 
complete and up-to-date line in 
the world. 


They are the product of long 
experience and are especially 
made for the hardware trade. 


We welcome your inquiries 
and will be pleased to send Cata- 
log and quote prices on any- 
thing in Brushes and Brooms in 
Wire, Bristle or Fibre. 


MILWAUKEE 


Brush Mfg. Co., Milwaukee, Wis. 


1611 


1648 








1651 
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Burglars 


Foiled! 


In an attempt to 
force or jimmy a 


KEIL 
Burglar-Proof Lock 


Challenges the burglars’ jim- 
my, saw or wedge. The only 
lock in the U. S. guaranteed 
by the Underwriters’ Labora- 
tories. All burglary insur- 
Francis Keil ance companies accept it. 










& Son, Inc. Write for illustrated booklet 
and trade prices. 
Established 1876 
401-425 East 
163rd Street, 
New York, N. Y. 


Bolts shoot out 
perpendicularly 
—turn. and rest 
horizontally in 
locked position. 
Cylinder pat- 
tern. 


= KEIL 








© 1925 


RE: 
FORSTNER 


Labor Saving 
AUGER BIT 










Bores Any Arc 


of a Circle Many 


New Uses 


The Forstner Auger Bit, un- 
like other bits, is guided by its 
circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 
direction regardless of grain or knots, 

leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen work, 
scalloping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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Chair 
Tips 


No. 12, 1 inch 


For the Sharp Ends 
of Rocking Chairs 


have quickly found favor with the 
trade. A positive protection against 
the sharp ends of rocking chairs. 
Durable and easily 
fitted to the rocker. 
Catalog, prices and 
terms on request. 







Elastic Tip Co. 


370 Atlantic Ave. 
Boston Mass. 

















Ball Bearing Furniture Caster 


In the Acme one large surface ball is in contact with 
the floor, revolving upon smaller anti-friction balls. 
Practically frictionless. * Moves in any direction in- 
stantly, noiselessly, without injury to floor or floor 
covering. 


From your Jobber: send for Catalogue 





‘Roll Along on Acmes”’ 


THE SCHATZ MFG. CO. 
Poughkeepsie, N. Y. 


AGENTS: 


J. C. McCarty & Co., 29 Murray St., New York City 
C. W. Gause Company, 693 Mission St., San Francisco, Cal. 
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American Steel & Wire 


WIRE === 


Chicago, New York, Boston 
BARBED: Ellwood Glidden, Am. ey Am. Special, 





Denver, Birmingham, Dallas 

U. 8. Steel Products Co. 

San Francisco, Los Angeles, 

Portland, Seattle 

Waukegan, Baker Perfect, Ellwood Junior, Lyman 

NAILS, SPI STAPLES, TACKS, Hot Galv’d Nai Nails. 

ZINC 'INSULA D FENCES: American, Royal, Anthony, 
National, U. S., Banner. Steel 

BANNER (former! povew? STEEL ‘POSTS. 

CONCRETE REINFOR 

BALE TIES: Old hails vg 

TELEPHONE WIRE. 

WIRE for every purpose. 


Quick Delivery. Write us for selling plans. 











y 





























ge TADDEDS 























pat 4 
— 7 MODERNIZE 
sais Fy ) or STORE ‘METHODS 
Sa Sy 
SSA555 To provide adequate storage facilities or 
SS shelf edie make it accessible and con 


venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole- 
Sale or retail trade — install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibration and noise and produce a ladder 
of ample strength for safety, convenience and A 
efficiency One style only—neat of design— 2 nt 
ff attractively finished —any height— : 


jf  easil installed—meets most ’ mY 





on request. 








“VICTOR” BOLT 


CLIPPER 


Send for Catalog 
ROBERTS MFG. CO., Somerville Station, BOSTON, MASS. 








Better Machine Screws 


for the Flardware Trade 


HARVEY HUBBELL, Inc., Bridgeport, Conn. 




















Q. Lindemann & Co. 


Manufacturers of 


CAGES ma age 


35-37 Wooster Street, New York 





Makers of Every 
> Kind of Screw, 
Nut and Bolt. 


The Corbin Screw Corporation 
The American Hardware Corporation, Successor 


229 High Street New Britain, Conn. 
Western Factory: Dayton, Ohio 

















MARION SHEARS 


For hedge, grass, sheep 
and mules. The highest 
quality on the market. 
Write for catalog 16. 


Marion Tool Works, Inc. 


Marion, Indiana 










Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 
of quality 


CALDWELL MFG. CO. 


9 Jones Street Rochester, N. Y. 























58 YEARS AGO 


PRIEST’S CLIPPERS 


need no introduction. 
They sell on their cutting 
quality. 
American Shearer Mfg. Company 
Nashua, N. H. 














Robertson “Horse Shoe Magnet” Hammers 


Permanent magnet which holds 
the tack in position for driv- 
ing. Awarded the Silver Medal 
(the nighest offered) at the Panama-Pacific Exposition. 
profit. Write for price lst. 
Name and design trade marks registered U. 8S. Pat. Off. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 








99 
HACK “TLE NOX” saws 
com AD § cssrvcron 
“The Toots in Lhe Praia Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 











“ “wu LCAN” 


CHAIN PIPE VISE 


DROP-FORGED, COMPACT, RAPID, 
POSITIVE 
J. H. WILLIAMS & CO. 


“The Drop-Forging People’’ 
New York BUFFALO Chicago 

















THE FOWLER & UNION 
HORSE NAIL CO. 


HORSE SHOE NAILS 
OF HIGHEST GRADE 
Pleat eof 


1000 MILITARY RD., BUFFALO, N. Y. 








STRATTON ™<«22""* 
HANDLES 


For Smali Tools, Utensils, Electrical Goods, Ete. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 
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TRADE-MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


NY.Ne) 5 Ot OO) 32D, 


SAMSON SPOT, PHOENIX, and SACHEM BRANDS 


Clothes Lines, Masons’ Lines, Shade Cord 
Awning Line, Dumb Waiter Rope, etc. 


Send for catalog and samples 


BRAIDED CORDS +» COTTON TWINES 












ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the only other kind made. By a patented 
> process we increase the density of the steel 
around the socket-holes, so that even the smaller 
~ sizes will stand all the strain the best made 
< wrench can apply. The Allen process makes 
deep, perfectly-formed socket-holes—no chips in 
the bottom. The entire length of the ALLEN is 
utilized either for solid metal at the point, or depth of socket 
for the wrench. All sizes in stock from % in. to 1% in.; 
any length, point or thread. Also Socket-Head Cap 
Screws, Tap Extensions and Socket Wrench Sets. 
Write for catalogue and sales proposition. 


The ALLEN MFG. CO.tartrorb Conn: 


Dealers: 
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mliokirnirsS 


(Reg. U. S. Patent Office) 


WOOD SCREWS 
MACHINE SCREWS 


DRIVE SCREWS 
STOVE BOLTS 


Quality Service 


CONTINENTAL WOOD SCREW CO. 


New Bedford, Massachusetts, U. S. A. 














NATIONAL 


ALL STEEL 
JUVENILE VEHICLES 


SMART LINES—MECHANICAL PERFECTIONS 


Extreme durability and finished in six attractive 
color combinations 


SEND FOR ILLUSTRATED CATALOG 
NATIONAL JUVENILE VEHICLE CO. 


Ensign Bickford is the ORIGINAL 
safety fuse—tested and tried by 
time and experience. 


We manufacture various 
brands of fuse, among 
which you should find 
one adaptable for your 
work. 


SAFETY 
FUSE 











I The Ensign-Bickford Co., Simsbury; Conn., U. S. A. 














(= 
i es ans 


ipment for eve ice 
ade ling purpose, A oe 
stock always on hand to 


Write for complete rice 
list and Giecount sheet. i 
GIFF 


5c 


Main Office & Works: 7 Hill K., 
en Y. 
NewYork, Boston, Chicago, Pittsburg 


—— 


i 


ind 


| 





|Look for the i metiite 


Russell Jennings 


stamped on the round of our 


Auger Bits 


ted by 


. ° cn . ! 
lhe original doubie twist auger bit, paten 


Mr. Russell Jennings in 1855 


Russell Jennings Mfg. Co. 
Chester, Conn. 











Classified Opp 
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An Effective Low Cost Contact with Hardware Man- 
Manufacturers’ o— Jobbers, Jobbers’ 
Salesmen, Retailers and Retail Salesmen. 
No illustrations accepted for these pages. 
Allow seven words for Keyed Bez Number Address. 


ufacturers, 


Bach 
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ortunities 


Set Solid, Minimum 50 woerds.....--scccccccccccescsecscce saree 
additional word. 
All Capitals, Dn CoP GWE oce cocccocecococeesoesese 4.@ 
Each additiona)] Cn 00060000600 0666006000000606600be & 
1 inch “ll .tennncesee 
Be bh additional inch. ° 
4 insertions, 10% off; 8 isasehaion 15% eff 
Remittance Must Accompany Order 
50% off the above rates for Positions Wanted Advertisements 


eeeeeeae ev eeeeeeeeeee ee eeeeene eevee & 68 


e®eeee 4.0 





Business Opportunities 


Business Opportunities 


Sales Accounts Wanted 











We have —— facilities for bending 


1 tubing in sise to 
i” OD. Se caiens ent is also 
te machining small cored mal- 


heable er ag stee) oe 


Where above 
in ‘ished ‘end an pintes as ge 
ities fer doing this work pusasbves 
om a low cost are very favorable. 
We have complete marketing cennec- 
for products ef this eharacter if 
necessary. 
Your inquiries will receive prompt at- 
tention, and quality and workmanship 
are guaranteed. 


Chicago Handle Bar Company 
SHELEY, OHIO 
Bstablished thirty years 








i 





) FOR SALE—Best hardware store in 
Central Ohio, town of about 10,000 
ne Ae mage county seat and finest 

rming community in state. Clean 
stock—hardware, paints, stoves, sport- 
ing goods, etc. Good proposition will 
be made for quick sale. Address 
Philip Kohn, 204 S. Ludiow St., Day- 
ton, Ohio. 














FOR SALE—Established lock manufacturing 
business. Orders, full equipment and_ stock on 
hand. Small amount of capital required. No 
debts. Address Box G-669, care of Harpware 
Ace, New York. 





Help Wanted 





FOR SALE—BEST HARDWARE STORE in 
Central Kansas; established 1908, good earnings 
every year. Live growing town—6,000. Fine 
clean stock hardware, paints stove, $25 000; sales 
$100, Owner’s health failing. Cash only, 
no trades considered. May carry part. Live 
753 business, little competition. Address Box 

care of H'arpware Ace, New York. 





FOR SALE—Hardware stock and fixtures. 
Will invoice about $7, Located in Central 
Ohio and live city ot 35,000 population. New 
fixtures and stock consisting of general hardware 
and auto supplies. Reason for selling, other 
business. Address Box G-674, care of Harpware 
Ace, New York. 





FOR SALE—Hardware business in center of 


retail district, Orlando, Fla. Good growing 
business and six year lease on building. Good 
reason for selling. This is the best unity 


in Florida. Address BOX 548, Winter Haven, 


Florida. 


FOR SALE: One of the best exclusive build- 
ers’ hardware and paint businesses in Florida. 
200,000 business last twelve months. All 
actory connections. ay will handle. Ad- 
dress immediately, W. E. FROST HARDWARE 
& PAINT CO., West Palm Beach, Filia. 





WANTED—A FIRST CLASS MAN who 
can take charge of Hardware department, ad- 
vertising, and window trimming in retail hard- 
ware store. Address Box G-639, care of Harp- 
ware Acz, New York. 





SALESMAN WANTED TO SELL INCAN- 
COMMISSION 

ASIS. GOOD OPPORTUNITY. ADDRESS 
BOX G-654, CARE OF HARDWARE AGE, 
EW YORK. 





EXPANSION and improvements in our new 
Cannon Ball Lines of aster Wagons, Wheel 
Goods, Door Hangers and Garage Door Fixture 
provide good opportunities for several additi 
salesmen familiar with hardware, furniture and 
department store trade in territories east of the 
Missouri River. Ap ye confidential. State 
age, experience cted and territory 
referred. HUNTHELM-FERRIS  & CO, 


arvard, Illinois. 





Positions Wanted 








FOR SALE: The most beautiful hardware and 
es goods store in Eastern Massachusetts. 

oing over sixty thousand dollars business. If 
you are looking for a store well established, this 
is a snap. Reasons for selling will be given upon 
inqui Twenty miles from Boston. Address 
Box 61, care of Harpware Ace, New York. 


FOR SALE:—Hardware stock and fixtures to 
invoice about $8,500.00. Located in rapidly 
growing a River town of 3,000 ), Repeeeten. 

at stock in the town. Low rent. dress Box 

G-656, care of Harpware Acz, New York. 


TO LEASE—Entire corner building in the 
heart of the hardware district. Large store and 
basement, wonderful for display room—upper loft 
very light—can ther as an office or 








stock-room. Will lease loft separately to a re- 
ible firm if desired. 90 Lefayette St., 
ranklin 2979. 


1 My Services For Sale—Thoronughly 
experienced hardware man, former traveler, 

manufacturers’ representative, and for ten 
years owner of large successful store, is 
ready to start again. Will undertake store 
management or department management or 
working partnership. Any promising prop- 
osition that will give my ability full scope. 

Reason—unfortunate investments. References 
excellent. Address Box G-652, care of Harp- 
WaRp AGE, New York. 

















HARDWARE BUSINESS FOR SALE— 
Greatest opportunity right now to step into one 
of the leading hardware stores in roit, Com- 
plete stock and good lease. Owner wishes to 
retire. $30,000 cash will handle. Address Box 
G-670, care of Harpware Act, New York. 


SALES PROMOTION SERVICE—New stores 
= completel #. erranged. Old stores brought up-to- 
ate. am 





les mounted. Retail vertisin 
pecial sales promoted and directed. 


prepared. 
Be > st Monone 


Inventories taken. S 
Godschalk, 9070 206th St., 
Hollis 0725. 








BUILDERS’ HARDWARE SALESMAN open 
for position in near future. Familiar with blue 
prints, specifications and contract work. Have 
working knowledge of Sargent and Corbin lines. 
Prefer the South but will consider any proposi- 
tion featuring builders’ hardware. Address Box 
G-671, care of Harpware Ace, New York. 


SALESMAN, THOROUGHLY ACQUAINT- 
ED with the wholesale and retail hardware and 
auto accessory trade in New York City and vicin- 
ity wishes to secure the representation of one 
or two well established lines in this territory. 
Have a real sales record and would be interested 
in communicating with manufacturers who are 
not satisfied with their present sales in this seo- 
tion. Address Box G-667, care of Harpwaag 
Ace, New York. 





WANTED—REAL LIVE LINES for whole- 
sale and larger retail hardware also department 
store trade, in the State of Pennsylvania. psa 
experience, also unquestionable references, Com- 
mission only. Address Box G-675, care of Harp- 
WARE AGE, New York. 





NEW YORK REPRESENTATIVE with sales- 
men in Boston, Philadelphia and Washington 
calling on wholesale, department, syndicate, — 
retail stores. Solicits correspondence with 
responsible manufacturers of household and hard- 
ware items who desire Eastern sales representa- 
tive. Address Box G-673, care of HarpwarE 
Ace, New York. 





Sales Representatives Wanted 


SALESMEN WANTED, who are calling on 
the retail hardware trade, to sell along with 
their present line our high quality “Purity” 
brand lawn seed. Protection is given in the 
territory which you cover. e desire men who 
are interested in the permanency of their business 
and in steadily increasing their income. = 
commissions are paid. We have openings 
several states east of the Mississippi River. Now 
is the time to book future orders, When _ writ- 
ing please give references, territory covered, etc. 
For further particulars, address BOX G- 
care of Harpware Ace, New York. 








WANTED SALESMAN—Familiar with retail 

and hardware sage = to carry established side 

line of hardware cialties. Advise terri 

and lines now comaies Liberal commission. Ad- 

— Box G-658, care of HaRrpwARE Acz, New 
or 


SALES REPRESENTATIVES WANTED— 
Reliable manufacturer, leader in its field, 

ten per cent ——— on well known, well 
advertised line. S y need small space 
in grip. This is an exceptionally profitable side 
line for salesmen coverin hardware trade. 
Address BELLWETHER  . “o34 S. Wells St., 
Chicago, Ill 








WANTED—To handle house- 
furnishing steel specialty as side line on com- 
mission basis. ust be acquainted with trade. 
State territory covered, lines handled and give 
reference. Address Box G- 672, care of HaRDWARE 
Ace, New York. 


SALESMAN 











WANTED—SALESMEN calling on hardware 
stores and housefurnishing departments, able to 
handle a side line of bathroom accessories on 
commission basis. tage tone at once with reference 
and particulars as to territory wanted. Address 
— SPECIALTIES CoO., _ Strouds- 

urg a 








If it’s 


minimum cost. 





Make Your Wants Known 


Hardware you have for sale or want to buy— 
make your wants known in Harpwarz Aas, the “News- 
business” paper of hardware retailers and wholesalers 
all over the United States. 

Harpwaks Acs will bring buyer and seller together at 
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Aluminum Iron Fence, Gates 
WARE — 
Settees 
General Iron 
G ed to 1 ! 
Guaranteed 0 lst 4, Metine! | | and Wire Work 
line. | peril (CHAIN-LINK 
ALUMINUM PRODUCTS COMPANY . Ferre nis 
LA GRANGE, ILLINOIS THE STEWART IRON WORKS CO., Inc., 225 Stewart Bleck, Cincinnati, O. 
Welding Compound is best by every 
test. Makes welding of any steel as 
easy as Iron. Stock it and increase 
your sales. | 
This modern heati 
Made only by house, i takes -. De plant requires " a aete z= ry tg oe 
furniture. Write today for our dealer pr 
ANTI-Borax ComMpounp Co. THE FOX FURNACE COMPANY 
ous aa anaes Fort Wayne, Ind. Lor gest wet tA somo” 
Meet every “call” Fly Screen Cloth 
Rome complete line meets thew all, Attractive finish, | durable 
28 eS Se EE” meas pa quality. We can fill your 
' orders promptly. 
Write— Siiatien Write for prices. 
ROME MFG. CO. e 
Factories and Offices, Rome, N. Y. and Copper Spargo Wire Co., Rome, N. Y. 




















Says this advertiser,— 


“We are pleased to advise that we have succeeded 
in getting compilers from the advertisement we 
ran in your publication, and we give it as our 
opinion that for anything connected with the hard- 
ware business, HARDWARE AGE is, w without a doubt, 


the best medium for advertising. . H. Yewdale « 
& Sons Co., Milwaukee : Xe / 
It pays to use the Classified Opportunities Sec- | 
r 1279 Blair | Mt¢ Co. Gell ] 





tion of Harpware AGE. 


3ROW N ‘G&S SHARPE TOOLS THERE IS oe” So 
erty 20D Tener tere Fs fas been Ne ‘@) 
yas I GOLD MEDAL Jimitur 











_ 


Sevidl fe Smrali lool Catalog No. 229 


BROWN & SHARPE MFG. Co. FOR 33 YEARS THE RECOGNIZED STANDARD 


PROVIDENCG] | eS ‘ 
ORDER EARLY. cold MEDAL CAMP FURNITURE MFG. CO.. RACINE. WIS. 

















5 SNS ha) 
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“They Have a pasa 


erican Can J. L: THOMPSON MFG. CO. 
Bull Dog-Grip” Am Ca —_ Waltham, Mass. 









Manufactured by Tubular and Bifurcated 
“vu. S. Clothes Pin Co., Montpelier, Vt. rae 
1015 Union <a pide” Pittsburgh, Pa. American Can Company ——e R I VE T S a 














| The “TORREY” ELEVATORS 





A Real Man’s Razor Ol, Molasses and \. DUMBWAITERS 
airy Gates : 
, P ' oastalog 
Send for Catalogue of Full Line eis toe | WF eee Renesas an 
J. R. TORREY RAZOR CO. nyse, Sentgtnn ) } 211 New St. Philadelphia | 
Syracuse, New York NANCE SINIEC SERINE ARS 























Economy . 4 For over 30 years the leaders in | 
Hose Attachments p= | LVE Re LAKE making tools for stone workers. 
ieasete. Blips on ané off easily. SASH CORD Catalogue. 
ag ah ny NET WEIGHTS FULL LENGTHS TROW & HOLDEN COMPANY 
Philadelphia, Pa. Sliver Lake Co., Newtonviile, Mass. BARRE, VERMONT 























Scythes since 1812, Axes since 1800 Metal, Punch Tubes, Punches and 
STANDARD ‘CRAYON Co. RIXFORD MFG. co. Booklets Entablished 1888 
East Highgate, Vt. orches M4 ot 


Danvers, Mass. 


CARPENTER’S | ie SCYTHES EYELET TOOL CO. 
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INDEX TO ADVERTISERS 








THE ADVERTISERS’ INDEX is published as a convenience and not as a part of the advertising contract. very care will be taken to index correctly. 


Ne allowance will be made for errors or failure to insert. 





Allen Mfg. Co. 

Aluminum Products Co. 
American Can Co. 

American Gas Machine Co. 
American National Co. 
American Saw & Mfg. Co. 
American Screw Co. 
American Shearer Mfg. 
American Steel & Wire Co. 
American Wire Fabrics Corp. 
Anti-Borax Compound Co. ................ 
Armstrong Mfg. Co. 

Atkins & Co., E. C. 


Pn Gas DE Gees We céevcvsceecusenvs 32 
Bemis & Call Co. 
CT Ee Tre Tee 
Blaisdell Pencil Co. 

Boston Woven Hose & Rubber Co. ........ 28 
Brown & Sharpe Mfg. Co. 

Burke Golf Co. 


Ey ee ee 94 
Ce Cc cck eee esebiaed eeeece buses 
Casement Hdwe. Co. 

Chain Products Co. 

Cleveland Stone Co., The 

nc oad cua teeedeseoudee XS 
Coes Wrench Co. 

Colt’s Patent Firearms Co. 

Columbian Hdwe. Co. 

Congoleum-Nairn, Inc. 

Continental Wood Screw Co. 

Corbin, P. & F. 

Corbin Screw Corp. 

Crawford, McGregor & Canby Co. 

Cyclone Fence Co. 


Dazey Churn & Mfg. Co. ................. 80 
De Laval Geparater Coe. .......cccccccsces 
Deming Co., The 

R. E. Dietz Co. 

Disston & Sons, Inc., Henry............... 34 


Economy Mfg. Co. 

CCS cetnda dune ke CeekGessewwd 93 
Emerson Electric Mfg. Co. ............... 33 
Se EE EE, ng co ccewecencoseesnes 97 
Ensign Bickford Co. 

Everedy Co., The 

Eversharp Shear Co. 

Eyelet Tool Co. 


The F. & N. Lawn Mower Co. 
SS eee 
Folberth Auto Specialty Co. .............. 99 


Foss, Al. 

Fowler & Union Horsenail Co. 
Fox Furnace Co. 

Frantz Mfg. Co. 


Gifford-Wceod Co. 

Gillette Safety Razor Co. 

Go-Boy Corporation 

Gold Medal Camp Furniture Co. .......... 97 
Goodell-Pratt Co. 

Gray & Dudley Co. 

Griffin Mfg. Co. 


Hagn Co., Joseph 

Hanover Wire Cloth Co. 

Hart Co., John M. 

Heller Co., W. C. 

lieller Bros. Co. 

ee Ys De ES. babe cece ccseseeecues 
Hoeft & Co. 

Holland Mfg. Co. 

i PE, . cocccesceebesveees 20 
an ec cnnctcderetebusaeee 22 
Hubbell, Inc., Harvey 


Jennings Mfg. Co., Russell 


K 


Keil & Son, Inc., Francis 


L 


Lamson & Goodnow Mfg. Co. 
Lindemann & Co., O. 
Ludlow-Saylor Wire Co. 


McKinney Mfg. Co. 
Marion Tool Wks. 


Mh vedas buen edbeecenees 
Millers Falls Co. 

Milwaukee Brush Mfg. 

Moore Drop Forging Co. ................. 77 
Murphy’s Sons Co., Robert 

Murray Products Co., The 

Myers & Brother Co., F. E. 


National Carbon Co. 
National Juvenile Vehicle Co. 
New Britain Machine Co. 
Northland Ski Mfg. Co. 








O 


Oliver Oil Burner Corp. 
Osborne & Co., C. S. 
a ee 


Panco Rubber Co. 
Progressive Mfg. Co. 
Proudfit Loose Leaf Co. 
Pyrex Sales Division 


Richards-Wilcox Mfg. Co. 
Rixford Mfg. Co. 
Roberts Mfg. Co. 
Robertson, Arthur R. 
Rome Mfg. Co. 


ie GI Tes nncce cc csccvccesceve 95 
Schatz Mfg. Co. 

Schrade Cutlery Co. 

Shelton Tack Co. 


Shumate Cutlery Corp. 

Silver Lake Co. 

I bee oe wced eos a vesusseewenen 
Standard Crayon Mfg. 

Sterling Wheelbarrow Co. 

Stewart Iron Wks. Co. 

Stratton Mfg. Co. 

Sundstrand Adding Machine Co. .......... 
Syracuse Stamping Co., The 


Technical Glass Co. 

Thomson Mfg. Co., Judson L. ............ 
Threadwell Tool Co., The 

Titchener & Co., E. H. 

Toledo Metal Wheel Co. 

ee Ge Te Ee cccceseciccoconten 
Trow & Holden Co. 


U. S. Clothes Pin Co. 


Vollrath Co. 


Western Importing Co. 

Wheeling Corrugating Co. ................ 27 
White Co. H. C. 

Wickwire Bros. 

Wickwire Spencer Steel Co., Inc. 

So Gr Gs B.. Be “Wee osbc% vc cc ccccsese 
Worthington Co., George 
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Permanent Customers! 


ws you sell Folberth Automatic Windshield 
Cleaners you are establishing a permanent, profit- 
able business. The superior construction of the Folberth 
Automatic Windshield Cleaner eliminates the possibility 
of servicing or returned goods. 


When a Folberth is sold it stays sold! 


There are two models, the “Universal” at #7 and the 
“Junior” at $5. You can’t offer your customers a better 


buy than Folberths. 


Get in touch with your automotivesupply jobber or write 
direct to us for complete information. We want YOU on 
our list of progressive merchants who are convinced that 
it pays to sell Folberths in preference to any other make. 


THE FOLBERTH AUTO SPECIALTY COMPANY, Cleveland, Ohio 


POLBERT be 


utomatic 
SHIELD CLEANER 


“It Cleans While You Drive” 
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